Mr. Do returns with an all new adventure... . 
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AOE ‘84 Review 


Snowstorms and an absence of major manufacturing exhibitors couldn't keep opera- 
tors away from AOE ’84. They came for the seminars and for the wide variety of equip- 


ment exhibited. An equipment wrap-up begins on page 41. 
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of america inc. 


WHERE QUALITY 
STAYS 
NUMBER ONE 


P.O. Box 907 
Fredericksburg, VA 22404-0907 
Telephone: 703/373-2853 


In Canada: 

Ralph’s Automatic Coin Machine Ltd. 
Burnaby, B.C. V3N 3C6 

Telephone: 604/525-5656 


In Europe: 
Cirkel Trading International b.v. 


3765 AA Soest., Holland 
Tele: 02155 17434 e Telex: 73381 cirka 


Designed for 
¢ Mini Compact Pickups 
e % Ton to 1 Ton Trucks 
\. © Pick-ups and Walk-in Vans 
\, ¢ 1 Ton Stake Beds & 
ok Van Bodies 
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Platform Fleetside Chevrolet, All GMC 
SC Fleetside, Ford and Dodge with 64 
to 65 inch opening, International 
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THE WINNER 
AND STILL 
STANDING!! 


WE’RE FEATURING 


Nintendo’s Punch-Out ¢ Exidy’s Crossbow 

Bally’s Ten Pin @ Nintendo’s VS System 
Centuri’s Track & Field © Bally’s Spy Hunter 
Arachnid’s English Mart Dartes ¢@ Coinit’s Birdie King II 


ALL THE LATEST CONVERSION KITS AVAILABLE 


(Our Prices Are Too Low To Print) 
Pole Position II ¢ Mario Bros. @ Galaxy Ranger @ Space Ace ® Mr. Do!’s Castle 
Up and Down @ Donkey Kong 3 @ Mega Zone ® Pac-Man Jr. @ Elevator Action 
Time Pilot 84 @ Mr. Do!’s Wild Ride @ Cloak & Dagger @ Exerion @ The Glob 
Marvin’s Maze ® Nova 2001 ® Major Havoc 


NEW CLOSEOUTS 
(Our Prices Are Too Low To Print) 
Millipede Galaxy Ranger Gyruss Kosmic Krooz’r 
Xevious Dig Dug Baby Pac-Man Mario Bros. 
Arabian Munchmobile Granny & Gators Congo Bongo 
Crystal Castles Star Wars 


PINBALLS 


Laser Cue Kings of Steel Farfalla 


by by by 
Williams Bally Zaccaria 


USED SPECIAL: Ms. Pc-Man—$2095 © Coming Soon: Atari’s TX-1 
We also carry a wide assortment of used equipment at low, low prices! 


IF YOU DON’T SEE IT CALL: 


CENTRAL 


DISTRIBUTING COMPANY 


3814 Farnam Street, Omaha, Nebraska 68131 


402/553-5300 


UP FRONT 


eececes cogggeecescgeeeoneeeses 


The AOE and ASI are history. Anyone who 
attended both shows knows neither one had the 
support of the entire industry. 

Manufacturers led by AGMA enlisted the support 
of distributors and ASI had a show of manufacturers 
and distributors. Operators, on the other hand, 
supported AOE and were insulted that a number of 
major manufacturers and distributors ignored them. 

It’s a sad situation that has caused hard feelings 
throughout the industry. AVMDA, the distributors’ 
association, was formed to address problems and find 
compromises for serious industry concerns. When 
confronted with AGMA deciding to stage a rival 
springtime show,, AVMDA joined forces with the 
manufacturers instead of seriously looking at the 
consequences for those who would be hurt—the 
Operators. | 

AGMA boldly stated that since manufacturers 
spend the most money exhibiting at shows, they should 
be able to say how a show is run. ASI had a beautiful 
setup for all the big spending companies—no expense 
was spared. But complaints prevailed from smaller 
exhibitors who were stuck in low-traffic corners. 

Come on, if there were complaints about previous 
AOE shows, why didn’t the sponsors hear them? AOE 
listened to comments for three years so it could try to 
put on a successful show for all. And it happened last 
year because even manufacturers who resisted the 
need for a spring show praised the success of AOE ’83. 

The AGMA president claimed that Play Meter has 
been “persistently trying to drivea wedge between the 
operators, distributors, and manufacturers.” 

In actuality, AOE hosted free general sessions the 
first several years of AOE designed to bring operators 
and manufacturers together. Seminars never before 
attempted were held to give operators an opportunity 
to hear competent speakers discuss vital issues. 


Let’s Strive 
for One Super Show 


Distributors and manufacturers were sought as 
speakers. Operators were very pleased with what was 
offered, and we heard no complaints from manufac- 
turers and distributors. Play Meter is driving a wedge? 
Quite the contrary. 

AGMA has also questioned the “profits” derived 
from AOE. “We do not have any idea what happens to 
the profits generated by Play Meter or its co-sponsored 
show, the AOE. Suffice it to say, both are profit 
oriented organizations,” AGMA claims. 

For years, operators have questioned profits from 
overpriced equipment. Aren’t manufacturers profit 
oriented? If not, we better sell any stock we may have in 
those companies. Since when does anybody in this 
industry have to apologize for making a profit? How 
much of the manufacturers’ profits go back into the 
industry? 

Now that ASI is over, profit isn’t exactly the topic of 
conversation at AGMA/ASI meetings. Ralph Lally went 
out on a limb, hoping to break even on that first AOE 
show. Those huge profits AGMA speaks of weren’t 
there. However, as AOE became successful, plans were 
made to reinvest money back into the industry. 

So now we all look to 1985. AGMA has placed ads 
in the trade publications claiming that ASI “‘exceeded 
expectations.’’ However, it claimed it expected 7,000 
attendees. 

Surely, something can be worked out. The spring- 
time is ripe for a show—AOE already proved that for 
the industry. Everyone should strive for the ultimate 
goal—one super show. Why couldn't it be sponsored 
by all associations involving operators, distributors, 
and manufacturers? 

The industry needs to work together—not against 
itself. Can’t we work together? The coin-op industry 
has a lot of outsiders to fight without having to battle 
itself. 


Valerie Cognevich 
Editorial Director 


‘Devilish’ cover 


It has been my pleasure to read 
your very informative magazine 
over the past four years. I have read 
your magazine and enjoyed the 
editorial content not only from an 
informational standpoint, but also 
from the appreciation for the 
graphics that you have used to illus- 
trate many of your concepts and 
articles. 

Our company represents 163 


franchised Putt-Putt Golf & Games - 


game rooms which are located 
throughout the United States. We 
have built our system of game rooms 
on one basic principle, which is that 
we are a family, fun, and entertain- 
ment center which appeals to all 
ages. Our marketing approach has 
been to encourage everyone to visit 
our game rooms and enjoy playing 
video games at our clean, whole- 
some facilities. Based upon the gross 
receipts of our game rooms and the 
growth pattern of our company 
during the past five years, we feel 
that this marketing thrust has been 
most successful. 

Due to the immense amount of 
work, time, effort, and money that 
we have invested in the game room 
industry, I felt that I must take this 
Opportunity to express my sincere 
disappointment in the subject 
matter which Play Meter chose to 
use its cover photo on the March 1 
edition. 

Over the past five years, our com- 
pany has fought many battles with 
hostile city councils and town 
fathers in an attempt to convince 
them that video game rooms are not 
an ‘addictive,’ ‘sinful,’ or negative 
business for their community. We 
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have fought these battles based on 
the point that the video game 
industry has received a bad “rap” 
from many so-called video game 
experts around the nation. We have 
also shown that our company could 
offer a clean family game room 
environment through strict man- 
agement controls. 

Your choice of a ‘devil’ being 
observed by three young children on 
the cover of your March 1 edition of 
Play Meter can potentially negate a 
great deal of the positive public 


relations work that we have under- 
taken during the past five years. I do 
not think that your magazine really 
wanted to portray a group of youth 
smiling at and inter-reacting with 
what most Americans have come to 
know as a symbol of the devil or 
satan. While this particular cover 
has great creative impact, I do 
believe that you could have selected 
numerous other creative subjects 
relating to the video game industry 
to use in lieu of the statue image of 
the devil portrayed on this parti- 


Audio Visual 
Amusements 


Offering the finest 


new and used 
equipment 


REPRESENTING LEADING FACTORIES 
@ SALES, PARTS, SERVICE @ 


ARCADE PLANNING 
SPECIALISTS 


Every new and used video 
In stock at all times 


YOU'VE TRIED THE REST, 
NOW TRY THE BEST 


WE’RE EAGER TO SERVE 


1809 Olive Street 
St. Louis, Mtissourt 63103 


(314) 421-5100 


For further information, call Pete Entringer 
(collect) 


cular cover photograph. 

A great number of our game room 
facilities are operated in what 1s 
known as the “Bible Belt’ of 
America. Because of this, our opera- 
tions have come under close scrutiny 
by members of various church 
groups. The last thing I would want 
some of the opponents to game 
rooms to have in their hands ts a 
copy of your March | edition of Play 
Meter magazine. 

It is my firm belief that we as an 
industry must continue to set our 
own standards from within which 
will radiate out to those people 
throughout America whom we 
appeal to as an entertainment alter- 
native. I am sorry that this cover 
seems to be so callous and contrary 
to the true needs of most game room 
Operators in America today. 

David R. Lloyd 

Vice Chairman of the Board 
Putt-Putt Golf Courses 

of America, Inc. 
Fayetteville, North Carolina 


Editor’s Note: We appreciate your 
comments. Mike Petroff, president 
of Zany Animated Products, sub- 
mitted the March 1 cover. In 


ard 


S 
a world crafts 


advanced rechinol 


CALL TOLL FREE 


800-227-5813 
IN CA 800-227-5814 


OR 408-625-5333 


response to your comments, he sata 
"We have independently come to 
the same conclusion.” Petroff said 
ZAP planned a wide variety of 
characters, ranging from the devilish 
to the angelic, but the devilish 
character was completed first. To 
avoid offending anyone further, 
Petroff said the character 1s being 
changed. 


Association 
membership 


I read the letter lamenting the 
membership woes of the Washing- 
ton Amusement and Music Opera- 
tors Association (as presented by its 
president, Bob Kline, in the March 1 
issue p. 9) with great interest. It ts 
unfortunate that only three opera- 
tors showed up at the Seattle City 
Council meeting last fall to fight 
their licensing problems. 

Last year we had a similar pro- 
blem in Philadelphia. The city was 
attempting to impose a 10 percent 
gross receipts tax on coin-operated 
amusement machines. However, we 
did defeat it because an extremely 
large number of operators turned 


ogy 


out in protest of the proposed 
measure. We presented our position 
through public testimony, quoting 
facts and figures as they related to 
the economic good that we provide 
(e.g. employment, wage taxes, mer- 
cantile taxes, etc.) and the probable 
disastrous repercussions of such a 
new tax. I am convinced that this 
was a Classic example of strength in 
numbers. 

Mr. Kline is right...membership 
in an association ts vital. We are now 
on a massive membership recruit- 
ment program in Pennsylvania 
(PAMMA). Our board of directors 
has lost track of the miles we've 
covered to do this. One thing is cer- 
tain...the cost of belonging is only a 
fraction of what new taxes will cost 
the operator who decided to sit back 
and “let the other guy do all the 
work.”’ When the ink at the bottom 
line is red, it doesn’t matter whether 
the operator has 50 or 500 or 5,000 
machines to lose. 

Sharon Harris 

Public Relations 

Stan Harris & Co., Inc. 
Pennsylvania Amusement & 
Music Machine Assoc. (PAMMA) 
Philadelphia, Pennsylvania 


‘Quality is Our 
Family Tradition’ 


HOFFMAN & HOFFMAN 


CARMEL-BY-THE-SEA CALIFORNIA 93921-0896 
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Game One 


Full Money Back 
GUARANTEE 


Two months ago we gave you 
GLOB. We were So Sure it was good 
that we introduced an industry first, 
“a money back guarantee if you 
weren't delighted with it. Now we 
have two new Super conversions for 
your PAC-MAN games—SUPER 
GLOB and EEEKK. The full-price on 
each game is $350. We could prom- 
ise you big weekly earnings and tell 
you how both conversions are doing 
great on location, but that’s not our 
style. We make games, good games, 
not promises. Sample the games 
yourself, and you be the judge. 
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TWO CONVERSIONS 


for Pac-Man 


“SUPER GLOB” 


Kit Includes 


Electronic Parts 
Header 

Overlay 

Monitor Glass 
Side Decals 

) Joystick & Buttons 
G) Full Instructions 
H) License Decal 


Game Two 


“EEEKK™ 


RUSH ORDER FORM 


To Eagle Conversions 
25 Eagle Street Providence, RI 02908 
401/274-0544 


Name 
Address 


City 
Tel. No. (___) 


S| (ne |) ee are 


Please send me “Super Glob” conversions for my old Pac- 
Man(s), at $350 ea. complete. Enclosed is my check for $ 
GAME TWO 

Please send me ____ “EEEKK” conversions for my old Pac- 
Man(s), at $350 ea. complete. Enclosed is my check for $ 
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NEBRASKA VIDEO LOTTERIES GET BLANKED © LAWYER ISSUES LIABILITY WARNINGS ° VIDEO LOTTERIES GET BLANKED e@ LAWYER ISSUES LIABILITY WARNINGS e 
JUKEBOX ROYALTY MEETING UNPRODUCTIVE @ PAVLOFF MARKETS BONANZA CARD 


VIDEO @ BALLY TAKES ON BANNER e NCMI 


FORMS ARCADE DIVISION e BALLY 


STRETCHES COPYRIGHT LAW, ATTORNEY CHARGES e 
CROWN VENDING TO SUPPLY CVS ‘GAME-PAKS’ 


NEBRASKA VIDEO LOTTERIES 


In the second of three hearings, a 
bill to shelve some 300 video lottery 
machines in Nebraska has received 
unanimous approval of the voting 
legislators. By 44-0, Nebraska’s 
single governing body voted to halt 
expansion of video lotteries immed- 
iately and shelve existing games by 
January 1, 1985. 

An earlier vote was 44-3 in favor of 
LB 744. To become law, it must sur- 
vive another hearing and get the 
signature of Governor Robert Kerry, 
both of which are expected. 

The first video lottery opened in 
September in Bellevue, Nebraska, 
with 20 International Game Tech- 
nology machines after lottery pro- 
ponents discovered a loophole in 
the state’s gambling code which 
allowed municipalities and charita- 
ble organizations to conduct lot- 
teries. Today the town of 32,000 
supports 160 lottery games that, as of 
March 1, grossed $4.9 million. The 
state’s 300 high tech gambling 
machines each gross up to $600 to 
$700 per week. 

Opponents to video lotteries 
include the Coin Operated Indus- 
tries of Nebraska, the state’s opera- 
tor association. According to Ted 
Nichols, president of COIN and a 
former president of AMOA, the 
games “take millions out of the 
economy and produce nothing.” 


10 


Anti-video lottery campaigning 
has been led by the state’s influen- 
tial newspaper, the Omaha World 
Herald. The paper supports a group 
of legislators who contend the 


Mr. Do! goes home. George Naka- 
yama, president of Universal U.S.A., 

and Richard Stearns, vice president 
of Parker Brothers, sign an agree- 
ment whereby Parker Brothers will 
produce a home version of Mr. 
Do!'s Castle. 


GET BLANKED 


machines are a regressive form of 
taxation, take advantage of the 
poor, siphon money to out-of-state 
gambling interests, and present a 
likelihood of political corruption. 

LB 744 met stiff resistance from 
Sen. Loren Schmitt, part owner of 
the Nebraska operations of Interna- 
tional Game Technology. In its 
original form, the bill would have 
stopped the machines’ operation at 
the moment of passage, but Schmitt 
and others lobbied for an amend- 
ment to allow existing video lot- 
teries to finish out the year. The 
amendment has been labeled a 
stalling technique for video lottery 
proponents who are expected to 
have combative legislation ready by 
next year’s legislative session. 

To date, Nebraska is the only state 
to allow video lotteries. A six-month 
test of the games will be run in Illi- 
nois this summer, and Michigan, 
Ohio, and Pennsylvania are looking 
at the games as potential sources for 
badly needed revenue. New York, 
New Jersey, and Connecticut dis- 
missed video lottery proposals, but 
New York and Connecticut are 
reconsidering. 

Connecticut already conducts 
five separate lotteries which 
together will contribute $100 mil- 
lion to the state coffers in 1984. 
Lottery Chief J. Blaine Lewis Jr. said 
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The future is now. Introducing TIME PILOT ’84. | I, Posh ce ® 

Available exclusively as an original first-edition -=aape ae Konami inc. 

conversion kit from the creators of GYRUSS, —e _— >] 

TRACK & FIELD, and the original TIME PILOT. i fe =620655 S. WESTERN AVE., SUITE 116, TORRANCE, CA 90501 
A whole new challenge that’s sure to become # | p, PHONE: (213) 533-8644 

another great arcade hit. meena = 7ELEX: 4720119 KONAMER FAX: (213) 533-6040 


For further information, contact your local 


distributor today. © Konami 1984 All rights reserved. 


WARNING The TIME PILOT ’84 video game is available only in conversion kit form and is manufactured by Konami 
Industry Co., Ltd., and sold in the U.S. and Canada exclusively by Konami, Inc. 
Willful copyright infringement is a Federal Crime. Konami, Inc., fully intends to take all legal action necessary 
to protect its proprietary rights against all parties manufacturing and selling TIME PILOT ’84 games, or games 
which imitate the TIME PILOT ’84 game, and which infringe upon Konami's said proprietary rights. 
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TOP VIDEOS 
Arcade Locations 


Thirteen of 26 videos (50%) with a response rate over 


10 percent have above average performances. 


Rating 
Mayl1 Apr.15 Apr. 1 
* 1. Space Ace/ 
Cinematronics........... 100.0 121.6 - 
* 2. Pole Position 2/Atari..... 87.2 94.4 77.6 
3. MA.C.H. 3/Mylstar........ 87.1 90.6 87.8 
4. Track & Field/ 
Konami/Centuri.......... 85.7 94.6 77.6 
5. Dragon's Lair/ 
Cinematronics........... Va 85.9 76.2 
* 6. Elevator Action/Taito .... 708 — _ 
7. Pole Position/Atari....... 70.7 76.1 67.7 
Provisionally Rated Videos 
Rating 
Provisional Ratings Mayl1 Apr.15 Apr. 1 
Spy Hunter/Bally Midway .... 102.9 100.0 100.0 
FITOIOX/ AIG. 6 eee 99.6 - _ 
Star Rider/Williams.......... 96.4 _ _ 
Crossbow/Exidy ............. 89.3 94.7 93.6 
Birdie King II/Coin-It......... 86.8 85.5 72.4 
Major Havoc/Atari........... 78.9 86.9 80.4 


NOVELTIES (non-videos) 
Arcade & Street Locations 


Ten of 19 novelties (53%) with aresponse rate over 10 


percent have above average performances. 


Rating 
Mayl1 Apr.15 Apr. 1 
* 1. Skee-Ball/Skee-Ball ...... 100.0 80.3 70.1 
* 2. High Ball/Norton......... 86.7 100.0 _ 
BS: SCHORR IG ROS ore eh 70.0 80.7 72.8 
* 4. Triple Strike/Williams .... 6846 95.2 — 
* 5. English Mark Darts/ 
PIGCHIG ey Ae ei 66.9 = _ 
Provisionally Rated Novelties 
Rating 
Provisional Ratings Mayl Apr.15 Apr. 1 
Aqua Blaster/Skee-Ball ...... 86.7 95.2 - 
Boom Ball/Meltec ........... 74.3 _ — 
Whac-A-Mole/ 
Bob's Space Racers....... 74.3 88.4 100.0 
Whirly Bucket/Exidy ......... 74.3 95.2 _ 
Humphalump/Norton ........ 65.0 107.1 -- 


* Conditionally Rated—Weekly average 
based on less than 50% response rate. 


TOP VIDEOS 
Street Locations 
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Eleven of 21 videos (52%) with a response rate over 
10 percent have above average performances. 


Rating 
May 1 Apr.15 Apr. 1 
* 1. Pole Position 2/Atari....... 100.0 93.0 98.9 
Wi2 MACH, 3/Mylstar .. 3.055... 99.0 100.0 101.3 
* 3. Track & Field/ 
Konami/Centuri ........... 93.2 91.6 100.0 
* 4. Dragon's Lair/ 
Cinematronics............. 83.6 78.8 98.2 
* 5. Elevator Action/Taito...... 80.8 71S 79.9 
6. Pole Position/Atari ........ 80.0 75.1 84.7 
Provisionally Rated Videos 
Rating 
Provisional Ratings May1 Apr.15 Apr. 1 
Space Ace/Cinematronics ... 128.4 _ - 
Spy Hunter/Bally Midway .... 112.3 99.6 121.6 
Tapper/Bally Midway........ 88.6 90.0 111.4 
Birdie King II/Coin-It......... 82.2 = - 
Astron Belt/Bally Midway.... 77.0 78.8 91.2 
TOP PINBALLS 


Arcade & Street Locations 


Eleven of 18 pinballs (61%) with a response rate over 


10 percent have above average performances. 


Rating 
May1 Apr.15 Apr. 1 
I. Granny & the Gators/ 
Bally Midway 22.62.04... 100.0 93.5 
2. Amazon Hunt/Gottlieb ... 844 92.1 _ 
3. Firepower II/Williams.... 81.4 93.5 76.5 
4. Farfalla/Zaccaria ........ 75.0 _ ~ 
5S. Goldball/Bally Midway... 75.0 90.3 _ 
6. Time Machine/Zaccaria.. 75.0 = 76.0 
Provisionally Rated Pinballs 
Rating 
Provisional Ratings May1 Apr.15 Apr. 1 
Q*Bert’s Quest/Gottlieb ...... Pr2:5 85.3 _ 
Striker/Gottlieb .............. 105.0 —_ 75.0 
Sharpshooter II/Game Plan.. 90.0 100.0 100.0 
Rat Race/Williams........... 84.4 88.0 — 
Ready-Aim-Fire/Gottlieb...... 84.4 88.0 _ 


Provisionally rated games in each category are 
above average performing games with a response 
rate between 10-25 percent. 
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ATTENTION 
STREET OPERATORS 


WE LET YOU 
MAKE MONEY 


THE OLD-FASHIONED WAY 


The Original FULL COLOR Multi-Game Countertop from Merit .. . 
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T S" Outearns Them All! 


Two sensational new games, SUPER SLOTS”, with fabulous 5 win-line slot action, and 
FOTO-FINISH", horseracing packed with hoof-pounding excitement, join the Classic 4 — Joker 
Poker, Blackjack, Acey Deucey and The Dice Game. : 


Forget the “here-today-gone-tomorrow” imitations . . . NOTHING, but NOTHING matches the 


superior graphics, humorous effects, built-in play appeal, and most important, the profit-producing 
track record of PIT BOSS”. 


Now in 2 Sizes! 
Take your pick... PIT BOSS” with a 13” color monitor or PIT BOSS, JR.” for the same great features 
in just 16” of counterspace — and a picture your eyes won't believe! : 


Best of all, there are NO REPLAYS, NO CREDITS and NO HASSLES. PIT BOSS” is legal everywhere, 
so you can just relax and enjoy the earnings. . . consistent collections you can “bank” on, every day of 
the week, each month, all year long! . 


P.O. Box 213, 630 pray nag oe 

eal cin 8 . Cheltenham, PA. 190 
merit industries, inc. (215) 379-1000 
Toll Free 1-800-523-2760 
Telex 831897 


© 1983 merit industries, inc. 


See Us At The AOE Show 


the video lottery was ruled “not 
permissible’ under state law, but 
that “the Public Safety Commission, 
the lottery governing agency, gave 
us a new law.” 

Still public hearings on the pro- 
posal led to it being scrapped. 

“1 can’t really tell you why it was 
dismissed,” Lewis told Play Meter. 
“There was really no overwhelming 
opinion voiced one way or the 
other. | can only tell you that the 
proposal is going nowhere this 
year.” 

Only in New Jersey has the issue 
been firmly cast aside. Powerful 
casino and race track interests 
opposed the video lottery and a 
tangled web of political corruption 
was a consistent sideshow during 
the effort to get a video lottery test 
approved. 


Still, a publisher of an Atlantic City 
gaming newsletter believes video 
lotteries are imminent, that the 
groundwork for their coming has 
been laid by the illegal operation of 
credit poker machines. 

“I feel it is only a matter of time 
until video lotteries become a 
reality in many jurisdictions,” said Al 
Glasgow of Atlantic City Action. 
“The recent crackdown on ‘gray 
area’ poker machines in many states 
should help to expedite this. Video 
poker machines that were being 
operated illegally and were prob- 
ably more productive for bar 
owners than their normal business, 
could be replaced by legalized 
equipment that would benefit the 
location and would generate huge 
amounts of income for the states 
and their citizens.” ® 


LAWYER ISSUES 
LIABILITY WARNINGS 


Operators and manufacturers of 
coin-op games can be held liable for 
injuries and other damages that 
occur when the games are involved 
in mishaps, a Notre Dame University 
law professor told a Florida Amuse- 
ment and Vending Association 
seminar audience March 17. 

“The trend is toward strict liabil- 
ity,’ Richard Hunter said, suggest- 
ing that operators should design 
location contracts that include 
protection from being held respon- 
sible for what occurs at the location. 

“But even though such clauses 
can limit your liability, the courts 
will not allow complete exculpa- 
bility (freedom from any liability),”’ 
he warned. 

In contrast, Hunter pointed out, a 
New York case established a prece- 
dence for absolute liability of 
operators and manufacturers. “In 
the Goldfarb case, a kid was break- 
ing into a machine and got severely 
shocked,’ Hunter recounted. “The 
judge ruled the parents had the 
right to recover, characterizing a 
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video game as an inherently dan- 
gerous activity.’ 

There are numerous cases that 
demonstrate the trend toward 
assigning liability to the manufac- 
turer or to the owner of leased 
equipment, Hunter explained. His 
point was underscored by an oper- 
ator who said a state court held her 
firm liable for damages from a fire 
that started as a result of faulty 
wiring in a video game. 

Hunter suggested operators post 
a sign on each game, at a point of 
entrance to the electrical works, 
warning of possible electric shock. 
Such a sign might inhibit an accident 
and could be an asset for the opera- 
tor in court if an accident leads to a 
charge of liability. 

“One of the best things you can 
do is make sure that your lawyer and 
insurance agent receive a copy of 
your trade publication,’ Hunter 
said. “This is a unique industry and 
your lawyer and insurance agent 
have to know what it’s about to help 
you.” a 


MONROE 
HARDENED 
STEEL 
JOYSTICK 


1 YEAR GUARANTEE 


e New Built-in, Reversible, 2-Step 
Activator. Change from 4-way to 
8-way without additional parts 


e SPECIAL ‘‘Pop Proof’’ C-Ring 
Safety Chamber 


-e 1%”Plastic Ball PERMANENTLY 
Attached to Shaft 


e Ball-Bearing Principle 


e Heavy duty Leaf Switches with 
Gold Flashed, Contact Points 


e Extremely Accurate 
e ALL Parts Guaranteed 


e Hardened Steel, It Will Outlast 
Any Joystick on the Market 


CONTACT YOUR 
LOCAL DISTRIBUTOR 


MONROE ELECTRONICS CO. 


355 DENTON AVE.,NEW HYDE PARK, N.Y. 10040 


516-248-8911 


JUKEBOX ROYALTY MEETING 


Play Meter has learned that two 
February meetings between repre- 
sentatives of the jukebox industry 
and copyright royalty societies 
failed to produce a compromise 
agreement on copyright royalty 
fees. 

The sides met February 19 and 25 
at the direction of Representative 
Robert Kastenmeier, a Wisconsin 
Democrat and chairman of the 
House Judiciary Committee, who 
instructed the parties to return to 
him after the February meetings 
with a negotiated settlement of their 


differences. 

Apparently, the meetings pro- 
duced no movement by either side 
from their original positions. The 
jukebox industry, whose effort is 
being conducted through AMOA, 
contends a $50 per year licensing fee 
is too high. The copyright societies, 
ASCAP and BMI, contend the rates 
were set after a fair appraisal by the 
Copyright Royalty Tribunal, the 
federal agency assigned to set 
royalty rates and disburse royalty 
shares to the societies. 

Both sides are scheduled to report 


UNPRODUCTIVE 


to Kastenmeier on their meetings 
before the end of March. 
Meanwhile, the industry awaits 
Senate hearings, promised for April 
or May, on a bill authored by Ne- 
braska Senator Edward Zorinsky 
which would provide for a one-time 
royalty payment of $50 per jukebox 
at the time of sale paid by the manu- 
facturer with costs passed onto the 
buyer. A one-time $25 fee would be 
paid on existing jukeboxes. The 
copyright societies have vehe- 
mently objected to Zorinsky’s 
proposal. 8 


PAVLOFF MARKETS BONANZA CARD VIDEO 


Lou Pavloff Associates acquired 
exclusive marketing rights to a7-in-1 
amusement card game made by 
Bonanza Enterprises of Japan. 

The gaming themes of Mini-Boy 7 
are available in a countertop game 
and as an upright video conversion 
kit. The game’s options include an 
88-character message line avail- 
ability in the attract mode. 

Mini-Boy 7 is the latest entry in 
the “amusement only” card game 
field. Despite being somewhat of a 
latecomer, Pavloff and partner Bob 
Edwards say the game scored 
successfully during a test sales 
period. “Our sales have been so 
good,’ Edwards said, “we had to 
telex orders to the factory and fly 
the games over to meet demand.” 

Pavloff said the relationship 
between his firm and Bonanza will 
result in the immediate introduction 
of two other Bonanza products to 
the U.S. coin game market. Super 
Mini Boy is a4-in-1 video card game 
with a 6-inch monitor in a small 
cabinet. Mr. Computer is an inter- 
active video card game in which the 
player plays against the machine, 
allowing for raises, bluffing, and 
discarding. 

Pavloff’s firm has become master 
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distributor for the Bonanza pro- 


ducts, and, according to Pavloff, 


looks to align itself with other dis- 
tributors nationwide. ® 


Monkey Business 
Albert, a 10-year-old rhesus monkey, spends four hours a week 
playing a Pac-Man derivative video game at the University of 
Montana, helping measure the effects of poor nutrition on learning. 
Researchers are using Albert’s performance on the game to 
determine how diets deficient in zinc, copper, and protein affect 
behavior. Engineers of the project, which is being funded by the U.S. 
Department of Agriculture, said they chose the Pac-Man figure 
because they thought the monkeys could understand its ravenous 
mouth and because the figure’s movement focuses the monkey’s 


attention. 
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MARYLAND 
STUDENT 
UNION 


Van Brook is #1 World Wide 


A. Keeping our Customers Number One has made Van 
iC Brook the Number One Leader in the Amusement & 
ATARI Casino Token Industry. No other supplier can offer you: 


e Immediate, same day shipment on Stock Tokens and 
Accessory Items. 

¢ Buy-Back Agreement 100% on Stock Tokens. 

¢ Special-Sized Token Wrappers. 

° Wide array of all necessary Signs and Stickers. 

¢ Accessory Items in stock for immediate shipment. 


* Token Mechs (Metal & Plastic, 48 different sizes 
and types). 

* Cradles & Cradle Kits. 

* Push Chutes (Complete, Single-Token & 
Double-Token), Replacement Slides. 

"English #515 Roll-Down Acceptors. 

"English 4 x 4 Replacement Cradles & Kits. 

* Klopp Token Counters. 

"Security Cash Controller 

Kwik Koin Token Dispensers. 


e Expert Technical Advice & Assistance, based on 
many years of experience. 

¢ Professional Artwork & Design Service at no charge. 

¢ Hundreds of attractive Stock Dies . 

e NOTES & QUOTES Promotion Booklet (up-dated 
and revised periodically). 

e Exporting Expertise -- We know the Export Market, 
and how to solve its complex problems. 

e Product Exellence -- Van Brook Standards of 
Precision and Quality Control are the highest in 
the Token Industry. 


Phone or write for catalog & samples 
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BALLY TAKES ON BANNER 


Bally Distributing is looking to win 
the hearts of Pennsylvania operators 
after its Valentine’s Day purchase of 
Banner Specialty Company. 

The acquisition, which brings the 
number of Bally distributing offices 
to 19, is the last expansion move the 
firm will make, at least in the fore- 
seeable future, according to Bally 
Distributing President Chuck 
Farmer. 

“We will quiet down now,” 
Farmer said in reference to the pace 
with which Bally has added new 
outlets. Within the past two years, 
Bally has developed a West Coast 
division out of the purchase of the 
former Advance Automatic Sales in 
San Francisco, purchased distrib- 
utorships in Houston and El Paso 
and opened a Phoenix office to 
create a Bally Southwest division, 
and added branches to its Midwest 
network. The three Banner offices— 
Philadelphia, Pittsburgh, and Balti- 
more—will join the Bally Northeast 
division. 
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Historically, distributing chains 
expand during difficult times. 
National chains often pick up inde- 
pendent distributors who find the 
only way out of immobilizing debt is 
surrender. But, according to Farmer, 
Bally was attracted to Banner 
because it has been profitable. 
“They are one of the few distribu- 
tors | know of that made money in 
1983,”’ Farmer said. 


In selling, Albert Rodstein, presi- 
dent of Banner, is divesting himself 
of a 67-year-old family business. 
Banner was established in 1917 and 
is the oldest distributorship in the 
United States operating under the 
Same name and ownership. 


“The Bally relationship provides 
us with greater strength to better 
serve our operators,’ Rodstein 
noted. He said Banner personnel at 
all three locations will stay intact. 


Banner already handles many of 
the industry’s major amusement 
and vending lines (including Bally 
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Midway games), a diversity of 
equipment Farmer admires. “We 
have found you’ve got to have a 
good product mix to be able to 
make it these days,” he said. “So 
we're selling some vending equip- 
ment, computers, and non-video 
pieces.” 

Farmer said the Bally network is 
directing its sales effort at the street 
operator. That means gearing away 
from laser disc games. He said 
although games like Mylstar’s 
M.A.C.H. 3 are earning well— 
M.A.C.H. 3 laser games at Aladdin’s 
Castle locations have averaged 
$265.90 per week over the last 20 
weeks—distributors have dramat- 
ically reduced prices on all laser 
games to unload inventories. 

“There’s not a distributor in the 
country who’s not trying to dump 
his laser inventory,” Farmer said. He 
added that distributors are now 
commonly getting about $2,800 for 
laser games that were initially selling 
for between $4,000 and $5,000. e@ 
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Albert M. Rodstein (standing far right) and Alan Bruck (top row, second from right), chairman and president of Banne 
Specialty Company, respectively, join with management personnel at a recent company-wide sales and 
technical meeting in Banner’s Philadelphia showroom. 


18 


PLAY METER, May 1, 1984 


NCMI FORMS ARCADE DIVISION 


A February 18 meeting of the 
Family Amusement Center Division 
of the National Coin Machine Insti- 
tute produced a Code of Ethics for 
the operation of arcades and a call 
for arcade operator participation in 
the newly formed NCMI division. 

“There has always been a need for 
amusement center operators to 
work together on common pro- 
blems and for programs to benefit 
all of us,” offered Tom McAuliffe of 
Time Out Family Fun Centers. 
McAuliffe was named chairman and 
director of the NCMI arcade divi- 
sion. “The present legislative and 
economic challenges we are facing 
makes this organization essential for 
our survival and growth. Every 
arcade operator should become an 
active member of the Family Amuse- 
ment Center Division for their own 
protection and future.” 

The Code of Ethics is designed to 
insure amusement centers operated 
by members of the division “provide 
wholesome, useful entertainment 
in a safe supervised atmosphere for 
the enjoyment of the communities 
they serve,” noted Herb Beitel, 
NCMI director. 

‘We are urging our members to 
post a signed copy of the code in 
their operating centers as a reminder 
to the public and ourselves of our 
commitment to our neighbors,” 
added Maurice Ferchen, president 
of Bally’s Aladdin’s Castle Division 
and vice chairman of the NCMI 
Family Amusement Center Division. 

Code of Ethics signees promise 
LO; 

1. Provide only enjoyable and 
wholesome entertainment and 
activities for our patrons. 

2. Maintain qualified attendants 
on duty at all times our amusement 
center is open to the public. 

3. Maintain high levels of service 
to our patrons and our community. 

4. Maintain our amusement cen- 
ter in a clean and orderly fashion. 

5. Strictly control smoking and 
consumption of food and beverages 
in game areas of Our amusement 
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1984 NCMI Family Amusement Center Division officials (left to right): 
Barry Rosenthal, Esq., Lewin & Rosenthal; Paul Cohen, A & C Associates 
(director); Tom McAuliffe, Time Out Family Fun Centers, Inc. (chairman and 
director); Maurice Ferchen, Bally’s Aladdin’s Castle (vice chairman and 
director); Millie McCarthy, Catskill Amusement Inc., NCMI; James Ginsberg, 
Atari Adventure Corp. (secretary/treasurer and director); Barry Sullivan, 

Atari; and Herbert M. Beitel, managing director, NCMI. 


centers for the comfort and protec- 
tion of all our patrons. 

6. Permit students of 16 years of 
age or younger in our amusement 
centers only during hours or on days 
that their schools are not in session. 

7. Not permit, and constantly 
monitor to prevent, loitering, rowdy 


Direct from the factory to you! 


255 S. Elm Street 


behavior, gambling, illegal activities, 
or any unwholesome games or 
activities in Our amusement center. 

8. Maintain and seek to elevate 
our industry’s standards. 

9. Participate in and support 
activities for the benefit of our com- 
munity and our industry. ® 


M emt 3 
token of Ow 
manu actuting 


expertise OVEt 


bre past 17 


Hernando, Mississippi 38632 


(800) 647-6168 
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THE CALENDAR 


April 29-May 2 
AMOA Mid-Year Board Meeting, 
Hyatt Regency, San Antonio, TX 


May 9-5 
Ohio Music & Amusement Associa- 
tion’s 10th Anniversary Exposition, 
Hyatt Regency/Ohio Center, 350 N. 
High St., Columbus, OH 43215. For 
information, telephone 614/221- 
8600. 


May 14-12 
North Dakota Coin Machine 
Operators Association Convention, 
New Sheraton Hotel, Main & 7th 
Street, Bismark, ND 


May 11-12 
First annual convention of the Cali- 
fornia Coin Machine Association, 
Industry Hills Sheraton Resort, City of 
Industry, CA. Contact: W.R. Patton at 
916/441-5451. 


May 11-13 
Wisconsin Amusement and Music 
Operators Trade Show, Americana 
Resort, Hwy. 50, Lake Geneva, WI 


May 21-25 
One week course in the Principles of 
Electric Contact, Theory and Appli- 
cation. Illinois Institute of Tech- 
nology, Chicago, IL. Tuition fee $550. 
Contact: Jerry Van Note, 17 East 
Monroe St., Chicago, IL 60690. 


NAMA Convention 


You are bound to succeed in 
your current confrontation re- 
garding your late winter Amuse- 
ment Operators Expo. The clue 
comes to me from the fact that 
you managed, without any trou- 
ble, to move the NAMA 1984 
Western Convention and Trade 
Show from Anaheim to the 
Georgia World Congress Center 
in Atlanta (in your page 16 listing 
of the March 1 issue). That was 
quite a feat, and | hope you will 
not find it difficult to move it back 
to Anaheim, California, where it 
will really be held. 

You are at least half correct: 
The 1984 National Convention 
and Trade Show of NAMA will be 
held in Atlanta from October 11 
through 16. 

Seriously, many thanks for 
making that correction. 

Walter W. Reed 

Director of Public Relations 
NAMA 

Chicago, Illinois 
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BALLY STRETCHES COPYRIGHT 
LAW, ATTORNEY CHARGES 


An Oakland attorney believes 
Bally is using financial might to 
“write”? new copyright law and is 
getting extraordinary pre-trial 
license from courts simply because 
defendants are not wealthy enough 
to fight back. 

Andrew French Loomis said Bally 
is, in effect, writing protections into 
the law for video games that were 
never envisioned by the authors of 
the nation’s copyright statutes. 

Loomis is an attorney for two 
defendants on trial after a recent 
Bally raid on alleged infringers in 
the San Francisco area. The raid 
included about 60 defendants; most 
locations bought their way out 
of the suit. Only two operators 
were named as defendants in the 
case titled Bally vs. Sam Joseph, et. 
al., in U.S. District Court in San 
Francisco. 

“Any decent legal historian can 
tell you that this is the way that com- 
mercial law has been ‘written’ inthe 
United States for the last 150 years,” 
Loomis told Play Meter. “For exam- 
ple, it is the way the New York 
bankers changed bond laws. 

“I’m not complaining about out- 
right piracy,’ Loomis explained. 
“But speed-up kits or enhancement 
kits are different stories.” 

Bally attorneys argue that offering 
players an altered game is fooling 
the public. This could be detri- 
mental to consumers’ perception of 
the Bally name and product, they 
contend, which disparages Bally’s 
rights. 

At a past AOE seminar, Bally Vice 
President Stan Jarocki compared 
Bally’s outlook on operator imple- 
mented speed-up or enhancement 
kits to the operation of McDonalds’ 
fast food outlets. If a manager of one 
of the McDonalds stores decided to 
“enhance” the quality of the ham- 
burgers, his product would not be 
consistent with the standards Mc- 
Donalds sets for all its outlets. In the 
same way, enhancement kits alter 
the standards set by Bally for its 


games, Jarocki proposed. 

“That is not the usual rationale,” 
Loomis argued. “The argument is 
that the 15-year-old kid is being 
fooled, but the kid isn’t Bally’s con- 
sumer—the operator is.” 

The Amusement Game Manufac- 
turers Association told a Senate sub- 
committee hearing that nearly one- 
third of the video games currently 
on location are counterfeit, and to 
combat piracy, they need special 
rights from the courts. But the 
courts have been overly gracious to 
Bally interests, Loomis said. There 
are “‘more restrictions on investi- 
gators going after heroin dealers. 

“Bally obtained secret orders 
from the federal court here and 
arrived with no warning at my 
client’s shop with the nominal 
power to seize all paperwork and 
anything related to video games— 
which they did. They brought along 
an agent of the Immigration and 
Naturalization Service who detained 
a man, they searched the delivery 
man’s wallet, and they took ma- 
chines, PC boards, decals, and an 
electric drill. 

“They are getting broad powers 
because of a litany of deeds of 
infringers they recite for the judges. 
Of course, they start with the best 
lawyer in town, and they proceed to 
create an image of the sleazy opera- 
tor. At this point they can go to any 
U.S. District judge in the country 
and get what they want.” 

Sidney Katz, of the Chicago law 
firm Welsh and Katz, is an attorney 
for Bally and a copyright law spe- 
cialist. He told Play Meter the liber- 
ties that have been assigned Bally by 
the courts are well founded in pre- 
viously established court rulings. 
Specifically, precedents for secretive 
search and seizure were established 
by a federal circuit court ruling in 
New York in 1979 when the court 
allotted broad powers to Louie 
Vuitton, an exclusive leather goods 
designer and manufacturer. 

“The precedent is there, but still 
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judges don’t grant these kind of 
powers routinely,’ Katz said. “This 
kind of relief is extraordinary and 
requires a substantial presentation 
as to why we are seeking relief and 
why we want the order of seizure to 
remain under seal (secretive).”’ 

According to Katz, the courts 
recognize the vast commercial 
unfairness caused by copyright 
infringers and are simply imple- 
menting laws that are already onthe 
books. 

“We aren’t writing new law,’ Katz 
said. “The copyright laws on video 
games in the United States and 
Canada are developing along the 
lines already established for other 
goods.” 

Further, Katz added, Bally attor- 
neys are careful not to violate 
alleged infringers’ rights. “We make 
a full disclosure to the courts of what 
we plan to do,” he noted. “We 
conduct raids under the supervision 
of a U.S. Marshall or the local police 
in an attempt to avoid that kind of 
criticism.” 

Loomis, however, disagreed, con- 
tending the blanket powers afforded 
Bally by the courts have gone 
unchallenged because the accused 
can’t afford to litigate. They opt to 
pay a fine—usually $1,000 per 
infringing piece—to get their 
equipment back and sign an agree- 
ment never to infringe again. 

“Tl have to advise my client to buy 
his way out if he can,” he said. 
“Wouldn’t you settle if they had 
$50,000 of your inventory in their 
warehouse? 

“The purpose is not to stop infrin- 
gers,” Loomis summarized. “‘There 
are much more cost effective ways 
of doing this. The purpose is to 
‘write new law’ onthe ways in which 
copyright law will protect video 
game manufacturers. The laws were 
not written with video games in 
mind and do not on their face give 
them very much protection. How- 
ever, after Bally has pursued a few 
more of these cases against small 
operators who do not have the 
money to fight them on the law, we 
shall find that the law (as judges 
enforce it) will protect Bally in ways 
the Congress never dreamed of.’ 
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CROWN VENDING TO SUPPLY 
CVS ‘GAME-PAKS’ 


Crown Vending of Corona, New 
York, has developed the first of what 
it says will be a continuing series of 
‘“game-paks” for the Century Elec- 
tronics Convertible Video System 
(CVS). 

The news comes in the wake of 
Century’s declared bankruptcy 
which left owners of an estimated 
20,000 CVS systems wondering 
where their next game would come 
from. (Play Meter, March 15, p. 14.) 

According to Crown's Steve 
Hochman, Superbike, a motorcycle 
ride game in which the player tries 
to overcome obstacles while scoring 
points by shooting at balloons and 
monsters, is the first of the game- 
paks he is readying under license by 
Century, the British manufacturer 
which helped create the convertible 
video game concept. 


Century has produced 11 CVS 
titles, and Hochman said he expects 
to add a newtitle every four months 
to the CVS library. He estimated 
there are 10,000 CVS games in the 
United States (sold here through 
Tuni Electro and later through a CVS 
office in Great Neck, New York), 
and a similar number in England. 

Some of Hochman’s CVS games 
will be remakes of previously popu- 
lar video games. “‘As factories 
complete runs of major dedicated 
game hits, we would like to reissue 
them as conversions for CVS system 
owners,” Hochman said. ““We are in 
negotiations to license several 
proven games that are still viable.” 

CVS game-paks will be operator 
priced at $275. Additionally, CVS 
distributors will offer a $50 allow- 
ance on game-pak trade-ins. e 


Coin Acceptors, Inc., or Coinco, a major industry supplier of coin 
doors, switches, and related items, has moved its general offices to 
a new “world headquarters” building in Clayton, Missouri, a suburb 
of St. Louis, President Jack Thomas announced. In honor of the com- 
pany’s founder, the 96,000 square-foot building has been named the 
R. C. Trieman Building. Trieman was killed en route to the 1982 AMOA 
show when a plane he was piloting crashed on takeoff from the air- 
port in Mountain View, Missouri. (Play Meter, January 15, 1983, p.26) 
The firm established itself as a major coin door supplier in 1979 when it 
secured a contract to furnish coin doors for Atari’s Asteroids. TheR. C. 
Trieman building is located at 300 Hunter Ave., Clayton, MO 63105. 


Telephone: 314/725-0100. 


TOURNAMENTS 


1984 Minnesota 8-Ball team champions: (from left to right) David Hawkins (1st 
place men’s sponsor, D & R Star), MOM first place men’s state championship 
team Cannon Lanes, Harlow Norberg (host operator, C & N Sales), 
Gary Benson (1st place men’s league director, D & R Star). 
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(from left to right): Dave Hawkins (1st place women’s sponsor, D & R_ Star), 
Harlow Norberg (host operator, C & N Sales), 
MOM st place women’s state championship team Dressen’s Saloon, 
and Gary Benson (1st place women’s league director, D & R Star). 
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Singles 

There was ample indication of the 
increased interest in pool January 14 
and 15 in Mankato, Minnesota, in 
pool being generated by the Valley 
8-ball leagues as C & N Sales hosted 
320 players in one of the largest tour- 
nament gatherings in the history of 
Minnesota pool. 

Pat Rasmussen, representing 
Mettler’s Bar of Mankato, took first 
prize winnings of $900 in the men’s 
division. Pam Greene, a first year 
league player from Mapleton 
Liquor of Mapleton, captured the 
women’s crown and $300. The total 
purse for the event was $4,800. 

An audience of more than 600 
attended opening ceremonies which 
started with professional trick shot 
artist Mike Massey’s unusual rendi- 
tion of the National Anthem. Later, 
Massey staged a trick shot exhibition 
with a planned interruption, a skit 
wherein Massey was threatened 
with arrest for creating a public 
nuisance by St. James, Minnesota, 
Chief of Police Don Mickelson. 
After frantic “‘plea bargaining,”’ 
Massey enlisted Mickelson, an 8- 
ball league member, in a challenge 
match. With his freedom at stake, 
Massey played handcuffed, dis- 
playing his wizardry and providing 
comic relief from intense tourna- 
ment action. 

The 2nd annual C & N Sales 8-Ball 
Pool Leagues Singles Tournament 
was marked by the presence of 
many of last year’s top finishers, as 
well as an impressive number of 
first-year league players. 


Teams 

Also hosted by C &N Sales was the 
3rd Annual Music Operators of 
Minnesota State 8-Ball Team Tour- 
nament. On February 3-5, Mankato’s 
Entertainment Center welcomed 
more than 600 players representing 
112 teams vying for $6,000 in prize 
money. 

The prize money, made up of 
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TOURNAMENTS 


entry fees and donations from the 
M.O.M. Pool Association, was dis- 
tributed to 25 percent of the field of 
team participants. 

Cannon Lanes of Cannon Falls, 
whose operator/sponsor was D &R 
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Star, took the men’s title and first 
place money of $1,500. The women’s 
division championship and $600 
went to Dressen’s Saloon, also spon- 
sored by D & R Star. 

Valley 8-Ball pool leagues are run 


1984 C & N Sales first place women’s singles champion is Pam Greene, a first year 8-ball league participant. 


through operators only. The pro- 
gram, which currently includes 
about 17,000 players nationwide, 
will hold its 1984 International 
Championships June 14-17 at the 
MGM Grand Hotel in Las Vegas. @ 


Handcuffed pool professional Mike Massey surveys his options in his match against officer Don Mickelson, a C & N Sales 
League member and St. James, Minnesota, chief of police, during the 8-ball league singles tournament 
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held January 14-15 in Mankato, Minnesota. 
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ts Paw. For more information, 
| Randy Lepp at 406/586-9696, 
ent was Phil Benson at 40 43-5119, or 
has since Dick Cary at 406/442-7088. — 
of SB 227 

e gray area NEW JERSEY: 
ional skill A Superior Court 


The first conventio 
fornia Coin Machine Assoc 
will be held May 11-12 at the Indus- 
try Hills Sheraton Resort in City of 
Industry. There will be speakers; because it’s k 
roundtable discussions designed to games the “san 


judge struck 
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You can count on Lynde-Ordway 
for real value. We offer a complete 
line of money handling and paper 
shredding machines designed to 
deliver solid dependability and 
economical performance. Ideal for 
Vendors, Video Game Operators, 
Banks, Schools, Laundromats, 
Churches and Municipalities. 
Downey-Johnson coin counters 
offer light-weight, portable a 
convenience in both man- jj 

ual and electric 4 
models. : 
Accurate 


; \ 
, 600 Series Rail Sorter 
(Totalizer optional) 


~—— 2 LYNDE-ORDWAY 
a a” ~=CdINC. 


VA, or Na * 


2 cost 


dependability without window 
dressing...economy you can count 
on. You get solid metal construction 
and fast delivery with reliable 
service. 

Lynde-Ordway coin counters and 
sorters are available in light-weight 
desk and portable models with 

top quality construction and long 
trouble-free life. There are a number 
of options to cover almost any 
money-handling need and save you 
both time and money. 

Built in the U.S.A. with pride and 
quality and backed by more than a 
half century of integrity. 


Since 1925 
= COMPANY, MONEY HANDLING SYSTEMS 


SHREDDERS, CUTTERS, BALERS 
3308 W W. Warner Avenue Santa Ana, California 92704 


“For complete details send for free brochure” 


COMPANY NAME 


ADDRESS 


CITY 


TELEPHONE # 


~ Call Direct—(714) 957-1311 


AREA CODE NAME 


STATE ZIP : 


In Calif. (800) 421-0921 Nationwide (800) 762-7057 


$59] PER THOUSAND DELIVERED 
w 25 DELUXE TOYS IN EQUAL MIX 
+ MULTICOLOR, SNAP-LOCK SHELLS 
x ACCURATE COUNT OF FILLED EGGS 
FAST & FRIENDLY SERVICE 


CALL US COLLECT TODAY! 


in ae ae ae ae ae ae ae ae ae ae ae ae ae a a a a a a a 2 2 a a ce 


CLIP THIS COUPON: 
ey & SEND FOR FREE : 
“NEST OF EGGS” : 


LIMIT 1 SAMPLE OFFER PER CUSTOMER 
in an an ae ae ae ae ae ae ae ee ee ae ae ae a ae a a a 2 or ee 


INNOVATIVE INDUSTRIES, INC. 
Highway 71A South 
Carthage, Missouri 64836 
(417) 358-6891 


PEACH STATE 


Distributing ©. 


For 31 years The Dependable Supplier to the Coin Machine Industry, 
with Quality Parts and Supplies at the Lowest Possible Prices. For. . - 


e VIDEO ...¢ INTEGRATED CIRCUITS ... e PHONOGRAPH 
© AMUSEMENT GAMES ... e SOCCER & POOL TABLES 
e ELECTRONIC SUPPLIES . ..e VENDING MACHINES 


“We Guarantee Satisfactory Service” 
PARTS CATALOG AVAILABLE UPON REQUEST. 


PARTS DIVISION ...1040 Boulevard S.E. 
Atlanta, Georgia 30312 
Phone 404-629-4401 


Toll Free Phone. 


. 1-800-241-1346 (except in Georgia) 


down an ordinance in Riverside that 
banned youngsters under 16 from 
playing coin-operated amusement 
games. This ruling prohibits any 
location in the county from impos- 
ing age restrictions. 


RHODE ISLAND: 

An article in the March 1 Provz- 
dence Journal reported on an inves- 
tigation by a local TV station which 
disclosed apparent widespread 
violations in the city of license 
requirements for video games. The 
Station said its reporters visited 78 
businesses and found that 62 failed 
to obtain licenses. Tha annual license 
fee is $50 for one machine and $30 
for each additional game. 


TEXAS: 

AMOT’s (Amusement and Music 
Operators of Texas) 1984 Conven- 
tion and Parade of Exhibits will be 
held in San Antonio June 1-5 at the 
Four Seasons Hotel. This show will 
be an educational bonanza for 
amusement operators, offering 
workshops in business manage- 
ment, location contracts, legal kit 
conversions, machine vandalism, 
and casualty insurance. AMOT 
expects to easily top last year’s 
record attendance of more than 200. 

These operators represent a cap- 
tive audience of qualified buyers for 
exhibitors’ equipment and services. 
AMOT has designed a convention 
schedule to enhance exhibitors’ 
selling efforts and encourages its 
members to support those who 
support them. If for any reason a 
company cannot exhibit, it should 
consider becoming a sponsor. 
AMOT’s sponsorship program will 
publicize companies through adver- 
tising and on-site convention posters. 


WISCONSIN: | 
The 1984 Convention/ Trade 
Show sponsored by the Wisconsin 
Amusement and Music Operators 
will feature more exhibits, out- 
standing speakers, timely programs, 
and a record-breaking attendance. 
The show will be at the Americana 
Resort Hotel at Lake Geneva, Wis- 
consin. Easily accessible to all Wis- 
consin operators and to exhibitors 
and guests arriving through Chicago, 
this resort offers facilities for vir- 
tually every sports and recreational 
interest. For information call 414/ 
529-4702. e 
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Q-Bits®, because nothing fits except Q-Bits® 
It's the remarkable system from Roger 
Williams Mint that stops unauthorized coins 
and tokens. There is a wide variety of key 
combinations available, and each of our 
customers gets exclusive rights to that 
combination within a 150 mile radius. 
Conversion is simple and inexpensive and 
Q-Bits® stock or custom are available quickly. 


Northwest Industrial Park, 79 Walton St., Attleboro, MA 02703 


Sheila suggests: 


Save up to 25% on conventional tokens. Call 
our toll-free number and we'll prove the 
point. We give Same Day Shipment on stock 
tokens and just 3-4 week delivery on your 
custom designed order. Design service 
available at NO CHARGE. 

We believe we can save you 25% or more. 
Call Sheila toll-free 800-225-2734 and get the 
facts without obligation. 


*In Massachusetts, call (617) 226-3310 


FAVA Show Draws Operators 
To Review Equipment, Issues 


Considering the industry shake- 
out has severely depleted the oper- 
ator population and that many sur- 
viving operators have little cash or 
credit with which to buy new games, 
the March 16-18 Florida Amuse- 
ment and Vending Association 
annual show attracted an amazing 
number of attendees. In a state that 
boasts of about 800 operating firms, 
the 1984 version of one of the 
industry's most successful shows 
hosted more than 2,000 attendees, 
according to FAVA estimates. 

Attendees enjoyed FAVA’s most 
ambitious seminar program in the 
show’s 13-year history, as well as the 
Opportunity to meet industry sup- 
pliers and view new equipment as 45 
firms filled 97 booths on the exhibi- 
tion floor in the posh new Hyatt 
Regency Hotel in Orlando’s Lake 
Buena Vista village. 

FAVA operators are very issue 
oriented because Florida seems to 
lead the nation in the complexity 
and amount of regulation it inflicts 
upon business. And their annual 
show reflects a preoccupation with 
legislative matters. 

“We’ve done a good job of edu- 
cating our legislators,” retiring 
FAVA President Larry Rosenquist 
said, summarizing his administra- 
tion’s accomplishments. In 1983, 
FAVA defeated a gross receipts tax 
that would have assessed collections 
by 5 percent and then taxed opera- 
tors’ shares another 5 percent—in 
effect, a 7.5 percent gross receipts 
tax. 

“The ‘Pac-Man bill’ as it became 
known, was filed again last week,”’ 
noted incoming president Manley 
Lawson, who has been legislative 
director for FAVA for several years, 
“but we feel we can deal with it this 
year even better than we did last 
year.” 

Of more concern to Rosenquist, 
Lawson,and lobbyist Robert Rine- 
hart is introducing ‘“‘offensive”’ 
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By Mike Shaw 


legislation to separate the coin-op 
amusement industry from the gam- 
bling statutes under which it is cur- 
rently regulated. “‘It is important to 
have the Legislature recognize that 
we are an industry in and of our- 


1983 AMOA President Wes Lawson 
of Lawson Music in Winter Haven, 
Florida, interrupted the closing of 
the Florida Amusement and Vend- 
ing Association annual membership 
meeting to admonish the state’s 


Wes Lawson 


operators for failing to adequately 
support national legislation to 
reform jukebox copyright statutes. 

In an emotional appeal to enlist 
the support of what is becoming 
known as the “save the jukebox”’ 
bill, the former FAVA president 
charged a lack of operator effort was 
evident because the bill had only 
one Florida legislative co-sponsor. 


Lawson Admonishes 
Florida Operators 


selves,’ Rosenquist said. 


Gambling image 

It is no wonder Florida operators 
are intent on separating themselves 
from gambling interests in the eyes 


AMOA President Dock Ringo, 
featured speaker at the meeting, 
had just finished appealing to the 
audience for support of the bill 
when Lawson took the floor. 
“You're being too nice to these 
people,” he told Ringo, and turned 
on the audience of about 70 Florida 
operators and distributors. ‘“‘He’s 
being easy on you because he’s a 
guest here. 

“The annual fee has risen 525 
percent, to $50, and if we don’t do 
anything about it, we’re due 
another review in 1987,’ Lawson 
warned. “Who knows what that will 
bring? They (copyright royalty 
societies ASCAP and BMI) would 
love to see us out of business so they 
can negotiate with the locations,” 
he said. 

Lawson, whose son Manley was 
elected FAVA president at the meet- 
ing, proposed that only “‘strength in 
numbers of people could beat back 
the money of the copyright societies. 

“In the meantime,” he chided his 
audience, “you’ve got to register 
your jukeboxes with the copyright 
office, whether or not you registered 
them last year. They have people in 
the field and they’re checking. The 
penalties are being assessed (fines of 
$1,500 for each unregistered juke- 
box have been reported) on boxes 
that aren't registered and even on | 
boxes that don’t display registration 
licenses properly.” e 
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of lawmakers. They have struggled 
with a gambling image that has 
accompanied a domination of “gray 
area’ games there. 

Although Florida law forbids 
machines that operate “‘by reason of 
an element of chance unpredictable 
by the user’ in liquor establish- 
ments, several gambling videos 
have slipped through reviewers and 
are on location statewide. Addi- 
tionally, there are virtually no 
restrictions on such games outside 
of bars, and as a result, they pro- 
liferated to a point where gambling 
videos, blatantly equipped with 
chutes and hoppers, are seen com- 
monly in arcades. 

FAVA has taken a strong stand 
against the illegal operation of gray 
area games. Still, about 20 percent of 
display space on the FAVA exhibit 
floor was occupied by video gam- 
bling equipment. It was a testimony 
to the confusion within the state and 
association on assessing and dealing 
with the formidable power gam- 
bling videos wield. 

Some exhibitors reported gam- 
bling games were some of the best 
selling items at the show. “‘It’s an 
indication of where this industry is 
going,’ one distributor noted. 

The FAVA exhibit floor was occu- 
pied, mainly, by long rows of booths 
taken by the state’s major distribu- 
tors, Rowe, Monroe, and Southern 
Music, who displayed the industry’s 
latest releases. Manufacturer booths 
were reserved for engineering per- 
sonnel (there to replace technical 
seminars held last year) who ans- 
wered operators’ questions about 
the technologies of new games. 

Executives from all three distribu- 
tors—Bill Arden of Monroe, Joe 
Gilbert of Rowe, and Jerry Reeves of 
Southern Music—said they were 
pleased and even surprised with 
sales activities at the show. 


FAVA attendance 

“Some people commented that 
the crowds were down from last 
year,’ said Bill Arden, manager of 
the Monroe outlet in Hialeah Lakes. 
“But | think, unlike previous years 
when the show was in Tampa, that 
we saw people just once. If they 
came on Friday, they were notthere 
Saturday, preferring instead to take 
in the nearby Disney attractions. In 
Tampa, if they came Friday, they 
were back on Saturday too. 
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The backyard of the elegant new Hyatt Regency in Lake Buena Vista village 
at the entrance to Disney World in Orlando, 
site of the 1984 FAVA convention and exhibit. 


President’s Row (left to right): Manley Lawson, 1984 FAVA president; 


Dock Ringo, 1984 AMOA president; and 
Larry Rosenquist, 1983 FAVA president. 


—— 
aes 


Digital Controls sales executive Ken Pacheco and 
Southern Music General Manager Jerry Reeves 
agree the operators who attended the Florida show were interested 
in Digital’s new Countercade countertop convertible game system. 
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SIMPLY 
THE 
BEST... 


e In top name videos, pins, 
casino games, & jukes 


@ Newest Conversions 
@ Everyday Low Prices 
@ Prompt Delivery 


Jim’s Gems 


Punch Out 


Pole Position ........... 1995 
Space Ace........ $3295/ 2995 
Space Ace Kit..... 1895/ 995 
TADOGD os +046054.0005400% 2495 
Track & Field ........... 1995 


Fire Fox 


Galaga/Star Wars 


Dragon’s Lair ........... 1995 
MIS. PACHMall: x20 e5% vee 895 
Crystal Castles .... 1495/ 1195 
CFOSSOOW deuce nedcucens 3395 
10 Yard Fight uscceces sss 2395 
SOY PUIG! 6 +<%4o4044 60 2895 


Sinistar/Centipede ...... 


Mr. Do!’s Wild Ride @ Nova 2001 
Time Pilot ’84 @ Mega Zone 
Super Glob @ Major Havoc 
Xerion @ Intrepid @ Popper 


If You Don’t See It, Call Us! 


Interspace 
Video 
Sales 


The Industry’s Bottom Line 
800/221-7088 


30 


New FAVA President Manley Lawson 
of Lawson Music in Winter Haven 
poses near the Lawson Music display 
of NSM jukeboxes. The Lawson family 
has done much to popularize the 
concept that “the jukebox is the 
backbone of the industry.” 


“Of the last four years | have been 
at this show, this has been the best 
selling year for Monroe,’ Arden 
continued. “‘That surprised me, 
really, because of the condition of 
the industry.” 

Arden said that of the 32 games he 
displayed, Nintendo’s VS. Tennis 
got the most operator attention. 
Other games that were well received 
were Data East’s Tag Team Wrestling 


Ft. Walton Beach 


DIRECTORS 


Dist. Co. 


Florida Amusement Vending Association 
1984 Officers 


President: Manley Lawson, Lawson Music Co., Inc., Winter Haven 
Ist Vice President: Bob Matthews, Ace Saxon Mar-Tab, Miami 
2nd Vice President: Dick Butler, Duncan Amusement Co., 


Secretary/Treasurer: Bill Wenger, Wometco Vending, Orlando 


One Year Terms: Chuck Cunliffe, Wometco Vending; Ralph Paukner, 
Rowe International; Bob Haim, Belam Florida Corp.; Bud Leonard, 
Elmcrest Enterprises; and Dean Young, Keys Vending 

Two Year Terms: Doney Tatum, AAV United Service Co.; Edward 
Talisano, Fun Center; Ozzie Truppman, Advance Music Co.; Stanley 
Seymour, Seymour Music Co.; and Jerry Reeves, Southern Music 


Three Year Terms: William Arden, Monroe Dist.Company; Joseph 
Gilbert, Rowe International; Jim Dowling, Dowling Music Co.; Paul 
Yoss, Juke Box Promotions; and Bud Hudson, Hudson Mullin Co. 


and Taito’s 10-Yard Fight. He added 
that laser games, which were the 
talk of the 1983 show, did not garner 
much attention this year. 

Notably absent from FAVA 1984 
was R. H. Belam, an important 
Florida distributor with offices in 
Miami and Orlando. The New York- 
based firm is expected to announce 
soon that its Florida branches have 
been sold to Rowe. 

While operator population in 
Florida has declined along with the 
rest of the country’s, FAVA mem- 
bership has increased. The associa- 
tion counts 180 Florida operating 
companies as members, up from 128 
In 1983. 

Those members—they pay dues 
ranging from $100 to $750 annually— 
support association activities which 
this year carried a price tag of 
$90,000. 

Proceeds from the annual show 
must help fund the budget, one 
reason why FAVA continues to put 
so much effort into establishing an 
excellent annual event, a point that 
visiting national association officials 
were quick to point out. 

“The show here just keeps getting 
better and broader,” remarked J. D. 
Meacham of AMOA. “‘Just look at 
the seminar program. It is by far the 
most ambitious education effort yet 
by FAVA. FAVA is an example of 
how state associations are putting 
more emphasis on their annual 
shows as funding efforts.” 2 
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The Entringer Method 


By Mike Shaw 


Undaunted by depression and 
shakeout, St. Louis distributor Pete 
Entringer is coaching his operators 
to be aggressive. He sets an example 
with his flamboyant style, which he 
particularly likes to flaunt at his 
semiannual showings, the latest of 
which was staged March 14 at 
Entringer’s Audio Visual Amuse- 
ments showroom in downtown 
St. Louis. 


Pete Entringer does not believe 


the meek shall inherit the earth. 
Rather, the flamboyant president of 
Audio Visual Amusements, St. Louis’ 
ruling distributorship, puts more 
credence in the precept of doing 
whatever it takes to build an effec- 
tive distributo¢ship, even if that 
violates sacrosanct industry tradi- 
tions. 

To wit: When many of the indus- 
try’s largest manufacturers refused 
to exhibit at AOE ’84, Entringer 
exhibited the games of several of 
the manufacturers he represents. As 
a result, he benefited from what was 
a dismal show for many, garnering a 
lion’s share of operator attention 
and a significant amount of sales. 

To wit: Refusing to respect the 
territorial restrictions of scolding 
manufacturers, Entringer does busi- 
ness “‘from ocean to ocean.”’ 
Recently, he even stretched those 
boundaries. At the AOE he landed a 
sizable order from a Mexican firm. 

To wit: Unhappy with Bally’s 
move to open a distributing branch 
in St. Louis, he sued its manufac- 
turing, distributing, and operating 
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divisions claiming “predatory price 
cutting” (selling games at prices so 
low it could drive competition out 
of business). (Play Meter, November 
1, p. 15) 

Entringer does not mind being 
quoted on his divergence from 
protocol. He considers himself 
somewhat of an industry guru, and 
he has freely handed out prediction 
and projection since he took 
ownership in 1980 of what was 
Brandt Distributing. 


The gang’s all here. 
Manufacturers’ representatives gather 
on the front steps of Pete Entringer’s 
Audio Visual Amusements distributor- 

ship in downtown St. Louis. 


@ On Bally and Rowe’s recent 
moves to buy out other distributors, 
moves that have appeared threaten- 
ing to much of the industry: 
“Throughout the history of this 
industry, no manufacturer has been 


successful operating large, multi- 
branched distributorships because 
you simply can’t hire someone to 
make the kind of decisions neces- 
sary. Only someone with ownership 
interest can make decisions that 
keep the operators’ needs foremost 
in mind. I’ll never open a branch 
office because | can’t be in two 
places at one time.” 

@ On distributors who have sold 
out to the chains: “‘For a distributor 
to sell to a manufacturer, unless he’s 
getting a ton of money, he’s not sell- 
ing, he’s surrendering. As a rule, 
distributors who have sold out have 
done so after they have ruined their 
credibility with their operators.” 

@ On the industry in general: 
“This is one of the most closed, 
cliquish industries in the world, and 
that has hurt the industry tremen- 
dously.”’ 

@ On laser video games: ‘Mini 
boom and maxi bust. There will pro- 
bably be a place in the industry fora 
good laser game, one that is priced 
realistically, but at this point, to 
operators, ‘laser’ is a bad word. The 
Operators lost their fantasy with 
laser games around Christmas time, 
and distributors panicked. They 
lowered prices on laser games so 
much that they prevented a resur- 
gence. 

“It killed the market for M.A.C.H. 
3,a good laser game. Unfortunately, 
M.A.C.H. 3 got categorized with the 
mediocre lasers. When sales stopped 
and prices slumped (industry obser- 
vers say an operator can get any 
laser game for less than $2,800), dis- 
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tributors didn’t want to take ship- 
ment of the M.A.C.H. 3s they had 
agreed to pay premium prices for.” 

@e On manufacturers’ attitudes 
about his selling outside his pre- 
scribed area: “Are you asking me do 
they mind? Of course they do.” 

Perhaps Entringer is so outspoken 
because he can afford to be. Froma 
single product distributorship— 
Brandt majored in Wurlitzer juke- 
boxes—Entringer has expanded 
AVA to represent an impressive list 
of firms. 

Although he does not handle 
majors Bally, Atari, or Williams, he 
has become the most powerfu! sur- 
viving distributor in St. Louis, a city 
once overcrowded with distributors. 
He has outlasted his local contem- 
poraries, absorbed a major competi- 
tor (Morris Novelty), and survived 
the recent onslaught of two nationa’ 
chains. (World Wide closed its 
branch there; Bally struggled anc 
then replaced branch manager Joe 
McCarthy with former World Wide 
St. Louis branch manager ferry 
W ombie.) 


Semiannual show 

At his latest semiannua! show 
March 14, Entringer exhibited juke- 
boxes from Wurlitzer, pinballs from 
Zaccaria, a gun game from Stern. 
electronic darts from Arachnid, 
electromechanicz! shooting games 
from J.F. Frantz, the Chexx hockey 
game from ICE, his most recently 
acquired line of Digital Controls 
countertop games (Entringer has 
acquired the line for Missouri, 
Illinois, Michigan, and Indiana), and 
the latest in videos and conversions 
from Exidy, Cinematronics, Myistar, 
Konami, Universal, Centuri, Data 
East, Taito, and his unabashedly 
admitted favorite manufacturer, 
Nintendo. 

‘| don’t want it to sound like 
Nintendo is the only manufacturer | 
represent.’ he said, “but youcan go 
back four years and not find asingle 
mistake they've made. (Nintendo 
America Presicent Minoru) Arakawa 
has never refused to take a call on 
his 800 number from anv of mv 
operators who have called with < 
gripe or a suggestion. The company 
simply Continues to respond to the 
needs of the operator.” 

As does Entringer. He rhetoricalhy 
asks, “Why do operators pav $100 
more per game to buy from me 
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‘ 1 
— 
Entringer and Petit share jokes at the traditional AVA post-show dinner. 

Universal’s Bill Cravens (left) provides the topic of conversation. 


When AVA purchased Morris Novelty, Entringer took on its president, 
Marion Mitchell, as his vice president. Here, Mitchell chats with Gil Pollock 
of Mylstar, whose products she brought with her to AVA 


oe 
a 


Pete Entringer (center) toasts some of the manufacturing executives who 
participated in the AVA spring show. On the je?t is Pau! Moriarity, president of 
Taito. Behind Moriarity is Exidy’s Paul Jacobs, and on Entringer’s right is 
Data East marketing director Tom Petit. 
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Pp rofit Revival! 


$250- ve ee = | Defender with Redeemer 
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$200- 
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The ticket dispensing boom is here in a big way. Half a dozen newcomers have tried to jump on The 
Redeemer® bandwagon. But the first and the hottest ticket dispensing unit is still the best in the business. And it’s 
getting better. 


Exclusive Features...fhe new and improved Redeemer® is the oniy dispenser on the market thai fits 
everything from pinball machines and video games to cash registers and car washes. It’s the only one with one 
and two piayer capacity. And it nas other exciusive functions we don’t want our imitators to know about yet. But 
best of ail, you can get The Redeemer® now. Ask the imitators if they feature Immediate Delivery! 

Besides the best ticket dispenser you can find, delivered fast, Coin-a-ticket offers our expert advice on promo- 
tions, coupons, merchandising, bonuses, private lotteries, giveaways and advertising. Call today. 


THE REDEEMER Li DIN- -A-FICKETS 


TICKET DISPENSER 614-252-8878 x 094404 » MB ihe Ohio J 
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GIVE US A CALL OR SEND US A LIST 
OF THE GAMES YOU WANT TO SELL 
€ Ga (THE > Exe h nge 
1289 ALUM CREEK DRIVE (our only office) 
COLUMBUS, OHIO 43209 
IN OHIO ALL TOLL FREE ) 
1-800-848-1514 © 1-800-848-0110 
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rather than buy from my competi- 
tion?’ and “Why have we had a 
tremendously successful year in the 
midst of the industry depression?” 
Then answers, “Because we identify 
the problems of our operators and 
work with them. We’ve never taken 
advantage of any of our operators.”’ 

(As if on cue, one of Entringer’s 
operator/clients interrupted the 
interview. ‘Get mea price on those 
three (pieces) out there in the 
corner, will you Pete?” the operator 
asks. ““What do you want them for?”’ 
Entringer answers. “‘l think | can 
make some money off them,” he 
responds. “If you want them, I’ll get 
a price for you, but | don’t think 
they'll do you any good,” Entringer 
offers. ““Really?”’ and the operator 
reconsiders.) 

Entringer has identified opera- 
tors’ most demanding equipment 
needs—low prices and longevity. 
Many of his clientele have aban- 
doned video games for failing both 
tests—one St. Louis operator said his 
videos only do well in outlying areas 
and in inner city locations, where 
clientele didn’t get many good 
games during the boom years and 


therefore have not “burned out” on 
video. Now they look to inexpensive 
conversions and other alternatives 
to video games. 

‘| was opposed to conversions at 
first, but | have changed,” Entringer 
admitted. “But that is because com- 
panies like Nintendo, Taito, and 
Universal are putting top games into 


conversion kits. Now, 60 percent of 
my sales are conversions. And they 
are working to convert equipment 
Operators couldn’t give away into 
equipment that produces a fair 


AMERICA’S 
CONTRIBUTION 
TO KIDDIE RIDES 


The choice of discount stores, malls, etc. nationwide 


— 20 Regional servicemen in your area — 
That's what sets us apart 


INTRODUCING 


return on investment.” 

Entringer’s spring show played to 
a small number of operators, per- 
haps because many operators who 
can't afford to buy new games see 
no point in attending a distributor 
showing to see the latest industry 
offerings. But those who came, 
bought, Entringer pointed out. 

‘This is as much a public relations 
event as a sales effort,” he said, 
pointing to the score of manufac- 
turers’ representatives who had 
flown into St. Louis for the AVA 
spring bash. “It gives my operators 
an opportunity to talk to the fac- 
tories, to get their information first- 
hand.” It is one additional way 
Entringer provides his operator 
clients with what they need to make 
better judgments. 

And it seems to work. 

‘One of the most positive results 
of this shakeout period is that it has 
made many of us better at what we 
do,” Entringer said. “The operators 
who remain in business here in St. 
Louis are consistently making good 
judgment calls. We’ve always seen it 
as our job to help them get better at 
doing just that.”’ ® 


Twin Motorcycles ®@ Space Interceptor 
Ferris Wheel 
and complete new line of small rides 
for stores. 
Our 1984 lines at the lowest prices in the industry! 


Norwood Veatch ® Earl Veatch 


CAROUSEL 


International Corp. 
P.O.Box 307 @ Eldon, MO 65026 
Toll-Free 


600/325-3353 
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Carousel Union Pacific 


NOW 2 MONEY 


Makers From 


ONK-A-PHONE 


: AIR Own Your Own Pay Phone: 
TALKER. Full-service phone now available. 


Talking Air Vendor Now legal in most states: 
LONG-DISTANCE PAY PHONES 


Seabee oe Gi For local & long- 
Bees, distance calls 
e Free emergency “911” 
Capability 
e Timed local calls 


e Timed long-distance 
Calls 


e Touch tone 

e Adjustable time on calls 

e Works on standard 
business lines 

e Capable with MCI, 
Sprint, etc. 

e LED indicator lights 
displaying remaining 
time 

e Free “800” call capability 

e Time per coin 
accumulation 

e Stainless steel 
construction 

Sa e Full one year warranty 


maisea 


ADVANTAGES: 


e Anti-Freeze Air Valve 


e Constructed of 18 gauge 
stainless steel cabinet 


e Coin-operated air vendor 


e Recordable sales message 
“Today we have asaleontires,” 
OR “Gee, what aHOT DAY, ice 
cold pop inside” are samples of 
what your air talker might say. 


e Operator can change sales 
message any time 


e Easy to install 


Patent Pending 


Dealers and Distributors 
inquiries invited 


AMERICAN MADE 


Patent Pending 


“THE ORIGINAL” 
Own your own pay phone®. Beware of 
Copy Cats and Look-a-Likes. Patents 
applied for. 


~ Phone: 612/471-0126 


Dealer and Distributor inquiries invited! 


TONK-A-PHONE, INC. 


P.O. Box 388, Spring Park, MN 55384 
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AOE: An Operators’ Show 


Ss severe snowstorms blanketed the Ohio 

Valley, closing airports as far east as New York, 

the AOE opened its doors March 9 at the 
O'Hare Expo Center in Chicago. 

“It took my son and I five hours to drive what 
would normally take only two hours,” commented 
Dick George of Roy George Music & Vending Corp., 
Painesville, Ohio. “We talked of turning back, bur I 
knew I had a seminar to do, so we stuck it out.” 

Though severe weather kept some attendees 
away, operators dominated the floor. According to the 
most conservative estimates, twice as Many Operators 
attended the AOE as compared to the ASI held three 
weeks before. “I think you shouid stress that this was 
an operator show,’ said Williard Walton of AAA 
Vending of Ohio. “There were more operators here 
than there were at the ASI,” said Paul Reichert, 
president of Omaco Enterprises, maker of the Omaco 
4000, a heart rate/ body stress computer. 

This observation held true as a scant handful of 
distributors elected to be where their customers were. 
Though distributors were conspicuous by their 
absence at ASI, they were conspicuous by their 
presence at the AOE. “I am sure the politics ot the 
situation kept many distributors away,’ said one 
distributor. “I, however, felt I shouid be where my 
customers were. After ail, business is business.” 

Pete Entringer of Audio Visual Amusements in 
St. Louis said, “Having been at the ASI, I can say there 
are 2 lot more operators here at the AOE. Any absence 
of people is because we're used to seeing support 
personnel, and there's an absence of distributors 
personnel, large manufacturing personnel, and 
foreign people. I think the show was successtul. Our 
booth has been busy. This might be the forefront of 
any distributor showing at different shows wstr or 
without the support of the factories. But three shows 
in four and a half months are too damn many shows.” 

Most of the manufacturers which did not have 
booths at the show had representatives roaming the 
show tloor, and their equipment was shown in dis- 
tributor booths. Baily featured its new equipment in 
the Bally’s Aladdin’s Casrle arcade in the Hvatt Hore! 


complete with a banner saying “Welcome to AOE” 
and another sign offering free tokens when customers 
showed AOE badges. 

Talk at both shows revolved around the con- 
troversy between the manufacturers and the AOE. 
ASI had manufacturers and distributors conducting 
business but few operators. AOE, while having a 
higher attendance, was definitely operator supported. 
“It's about what was expected,” said one operator. 
“Operators are not going to support what the manu- 
facturers were trying to do (take over the AOE). But! 
resent the manufacturers ignoring the operators, even 
pressuring their distributors into boycotting the 
AOE.” | 

Another operator said he had bought equipment 
but only from those manufacturers present. “I think 
its their loss not to have been here,” he said. 

One Michigan operator said, “I'm going to try 
noc to buy from the manufacturers who didn't exhibit 
at AOE and buy new games from the manufacturers 
exhibiting here.” 

Some exhibitors were disappointed in the 
turnour. “This is awful, just terrible,” said Rick 
Mortimer of Sally Animation. “We haven't had one 
sales lead yet.” 

These feelings were echoed by several other 
companies who compared AOE '84 to AOE ‘83. “This 
show is 2 loc smaller than it was last year,” one 
exhibitor commented. AOE ‘83's attendance was 
more than 8,000, and it predicted the success of future 
AOEs. The AOE had varying problems during its first 
few years, but all elements finally worked together last 
year. This picture was in many attendees minds as 
they viewed this year’s smailer attendance. 

However, some could not say enough good 
things about the show. “I'd say weve had more 
business at this show than we ever expected,” said 
Mort Ansky of Merit Induscries. 

Another satisfied exhibitor was Steve Bodenstein 
ot The Game Exchange. “The show has been fantastic 
tor us,” he said. 

“The show has been very good for us,” said 
Aracanid’s Marcio Bonilla. ‘We came here to exhibit.” 
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Rock-Ola’s Frank Schulz said that the AOE and 
ASI “took away from each other” but that his business 
was good considering the size of the show. 

Alliance Industries’ Acc-U-Air coin-op mobile 
air systems got a “very good response.” said 
Marketing Director Marcus Calfin. And Dynamo’s 
Bill Rickett also said the show brought “a very good 
response’ to his product. 

“This is the operators’ show,” said Sherry 
Hanvey of Digital Controls. “It’s not what the AOE 
usually is, but we're pleased with the operator traffic.” 

“This is a small show, but better than ASI as far 
as operator attendance goes. I'm taking more orders 
from operators at this show than at the ASI,” said 
James Dickey of Eurocoin International. 

Considering the bad with the good, AOE was an 
operator show. Since the manufacturers scheduled the 
ASI only three weeks prior to AOE, there was a split 
attendance. Many said they would not attend two 
shows next year. “I just hope something can be 
worked out for next year,” said Frank Ballouz of 
Mylstar. This comment was echoed by many people 
hoping to see one good show instead of two smaller 
shows. 

“We flew from Syracuse for a convention, and see 
half a show,” one unhappy distributor said. “There's 
only one major company here and not enough 
conversion companies to make it worthwhile for us to 
come out. This happened to the AOE because of the 
ASL.” 

“The whole thing is ridiculous,” said Satish 
Bhutani in his Zaccaria booth. “I'm neutral, but I'm 
not attending two shows next year. I think it’s all 
foolish.” 

Wendell Sleevwenhoek of Miracle Recreation 
Equipment called the show “pretty rotten.” “I won't 
be here next year, with all the expense coming here 
and getting out of here. I will avoid both spring shows. 
Well all go to the AMOA.” 

One angry kiddie ride manufacturer termed the 
AOE and ASI as 
“one nice show.” 

“The show is not as big as it usually is,” said 
Shery! Neely of Video Music International, “bur I 
assume that it’s because of ASI. The manufacturers 
were represented at the ASI, but the operators 
werent. It's not a good idea to have two spring 
shows.” 

The seminars once again proved to be well worth 
the trip for many operators. “I've been to five 
seminars and the information I! got was well worth the 
trip, said Jeff Rosenthal, an operator from New 
York. “I was so impressed with the seminars that my 
wife and I decided to split up so we could cover twice as 
many, said a Colorado operator. “Whatever happens 
next year, I yast hope the seminars are as well-planned 
as the speakers are as knowledgeable,” noted another 
seminar attendee. 


“two pieces of s---” rather than 
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The Track & Fieid® video game in the upright 
and cocktail table models is manufacturec 
under license from Konami industry Com- 
pany, Ltd., and sold in the United States, 
Canada, Central and South America, exclu- 
sively by Centur, Inc. 


Willful copyright infringement is a Federal 
Crime. Centuri, Inc. fully intends to take al 
l@gai action necessary to protect its pro- 
prietary rights against all parties manufac- 
turing and selling Track & Figid® games, or 
games which imitate the Track & Fieid® 
game, and which infringe upon Centuri’s 
Said propriety rights. 
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Centluri. 
We're inventing What The Future Will Bring. 
CENTURI, INC. 245 West 74th Place. Hialeah. Fiorida 33014 


| Phone (305) 558-5200 « Teiex: 803694 « ANSB Centuri « Cabie: CENTURI 


“ASK ABOUT OUR TWOFER” 


TWO FOR THE SPACE OF ONE 


all: TODAY 800 468-5363 
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Equipment Wrap-Up 


Videos and Pinballs 

Operators flocked to the Williams 
booth to see Star Rider, the laser 
game shown in prototype form at 
AMOA in October, and two con- 
version kits, Mystic Marathon and 
Blaster. Kits have dominated pur- 
chases, but “Operators tend to look 
only at the short-term view and buy 
solely on cost alone,’ Ron Crouse 
said. “They must start viewing the 
industry in terms of real return on 
investment. They have lost sight of 
what the industry 1s all about— 
rotating equipment, etc. It’s time to 
get back to basics.” 

Crouse said that the Williams kits 
may cost a little more than some, but 
it is putting much of the kits’ profits 
into research and development. 

Players must pick up carrots, 
dodge or jump on holes, and take 
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care of tricky enemies in Zaccaria’s 
Jackrabbit. Bhuzac International's 
Satish Bhutani said Jackrabbit is 
available as a dedicated video and 
will be introduced as a conversion in 
May or June. 

Zaccaria also featured its new 
Devil Riders pin. The motorbike 
themed pin has two playfield levels 
with two drop target banks, two side 
tunnels, two access ramps to the 
upper level, and other features. 
Also, during game play on the upper 
level, a motorbike rider travels in a 
circle on the backglass collecting 
SCOres. 

Shooting Gallery was in the 
Zaccaria booth, but Bhutani said the 
video was damaged en route to the 
show. It will be released in May. 
Bhutani said Shooting Gallery was 
the top game at some recent Euro- 


pean shows because “it is not like a 
typical video game. People have a 
tendency to like older things.” 

There was almost always a crowd 
in Audio Visual Amusements’ 
booth. Pete Entringer showed 
equipment from many of the manu- 
facturers including some who didn't 
exhibit at the AOE. The AVA booth 
had Konami/Centuri’s Badlands 
and Track & Field and Cinema- 
tronics Space Ace. Gottlieb’s Jacks 
to Open pin, Universal's Nova 2001 
and Mr. Dol’s Wild Ride, and 
Boulder Dash, a game in Exidy’s 
Max-a-flex conversion system, were 
also exhibited. 

Nintendo's VS. System drew a lot 
of attendees to the AVA booth. VS. 
Tennis was featured on the double 
monitor interchangeable game 
system. AVA literature said VS. 


Despite snowstorms and a lack of manufacturing exhibitors, operators dominated the AOE show floor. 
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Circus Charlie is more fun 
than a barrel of monkeys 
(Although it has enough mon- 
keys to satisfy just about 
anyone). But don’t be fooled 
by this playful little character 
.. Circus Charlie is one tough 
little cookie and he always 
seems to be in trouble. 
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It's Your Choice Fire Rings Tight Rope 
Circus Charlie Is a six-ring @ With the aid of a joystick and Move Charlie along the high 
circus ... and you choose | 


jump button, maneuver wire, and jump over the mon- 


which event you want to play 


. Charlie through the fire keys...toucha 
up to a maximum of 9 times. rings while collecting monkey and 
Remember, you must com- money bags. Just goodbye 


plete each screen as quickly 
as possible for bonus points 
and, if time runs out, you 
lose one Charlie ... So ladies 
and gentlemen and children 
of all ages ... step right up to 
Circus Charlie. 


don’t get burned. Charlie. 
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2. Walk Horseback 
Charlie really has to be on his This is where Charlie gets put to 
toes for this one... as he the test as he jumps 


jumps from one 
ball to another 
gathering points. 


from a running horse 
to a Springboard and 
then back to the horse. 
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eeiadlios Flying Trapeze 
Use the joystick to get Charlie lf all goes well, Charlie flies 
from onetrampoline to another — through the air with the 

. but watch out for fire greatest of ease ... If not, 


torches along the way. whoops, there goes Charlie. 


Dimensions 

Upright 

Height 73” 185.4 cm. 
Width 28” 71.1.cm. 
Length 32” 81.3.cm. 
Weight 330 lbs. 149.7 kg. 
Cocktail Table 

Height 30” 76. cm. 
Length 34” 85.6. cm. 
Width 22” 56.3 Cm. 
Weight 200lbs. 90.0 kg. 
Available in 

Cocktail Table Model. 
Konami /centuri. 


Copyright 1983, Konami Industry 
Company, Ltd. All rights reserved. 


CENTURI, INC. 
245 West 74 Pl., Hialeah, FL 33014 
Phone: 305-558-5200 

Telex: 803694 

ANSB Centuri * Cable CENTURI 


Centuri. 


We're Inventing What The Future Will Bring. 


Willful copyright infringement is a Federal Crime. Centuri, Inc. fully 


The Circus Charlie video game in the upright and cocktail table models 
is manufactured under license from Konami Industry Company Ltd.., 
and sold in the United States, Canada, Central and South America, exclu- 
sively by Centuri, Inc. 


intends to take all legal action necessary 


Centuri’s said proprietary rights. 


to protect its proprietary rights 


against all parties manufacturing and selling Circus Charlie games, or 
games which imitate the Circus Charlie game, and which infringe upon 


System operators can receive at least 
four or five software changes a year, 
and, the second game, VS. Baseball, 
will be available 60 days after the 
AOE. 

In Konami/Centuri's Circus Char- 
lie, also at the AVA booth, players 
choose an event from a six-ring 
circus and play it up to a maximum 
of five times. The events are Fire 
Rings, Tight Rope, Ball Walk, 
Horseback, Trampoline, and Flying 
Trapeze. And Time Pilot ’84, a 
Konami conversion kit, was billed as 
continuing play where Time Pilot 
left off. 

Equipment at AOE offered unique 
alternatives for operators. Exidy 
previewed a new system licensed 
from First Star, acomputer software 
company. The system offers four 
games and they can be changed with 
just a cartridge change. The four 
games offered with the system, 
which, by the way, will be very low 
priced according to Exidy spokes- 
men, are Flip Flop, Boulder Dash, 
Bristles, and Astro Chase. “Not only 
is this system easy to change, offers 
four games, and is such a good price, 
but the games are very good,” said 
John Barone of Exidy. “It was a 
good move on our part to preview 
this system at AOE,” he said. 

Exidy also showed Cheyenne, the 
conversion for Crossbow, which has 
been popular with operators. It’s not 
a laser, but Crossbow contains a high 
memory making for good graphics. 
The conversion will be available this 
summer. 

Cinematronics Space Ace was 
another game radiating excitement. 
The follow-up to Dragon’s Lair is on 
Its way to being as successful as its 
predecessor. “Our sales of Space Ace 
in kits and dedicated games has been 
tremendous,’ said Tom Campbell of 
Cinematronics. 

The Glob, Super Glob, and Eeekk!, 
manufactured by Magic Conversion, 
were displayed at the Eagle Conver- 
sion booth. The Glob and Super 
Glob are conversion kits for Pac- 
Man and include electronic parts, a 
header, overlay, monitor glass, side 
decals, joysticks and buttons, and full 
instructions for conversion. 

New Technology Computer In- 
vention Inc. showed its multi-game 
system machine, the Time Machine, 
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available in five models. The ma- 
chine has an eight to 32 game 
capacity, and operators buy the 
machine and the software from the 
company. Players can change games 
in the middle of a game and can 
continue game length by inserting 
up to 15 tokens or quarters. Dis- 
tributors or operators can program 
the time per vend from 30 seconds 
to 7¥2 minutes. “We know that 
quality games are the key to success, 
and we are currently negotiating 
licenses for some of the best games 
available,’ said Bill Kiss of New 
Technology Group. 

Nova Games of Canada showed 
Intrepid, available as a dedicated 
video game or as a kit. Intrepid is a 
game of espionage, and the object is 
to break into an embassy’s guarded 
vault to recover stolen secret plans. 


Phonographs/Characters 
Laser Disc Computer Systems 
featured its laser jukebox. According 
to the company, it is the only videu 
jukebox using laser discs instead of 
video cassettes. “We are proud and 
believe we have something that will 
make money for operators,’ said 
Bob Walker of LDCS, speaking of 
the jukebox. He also talked about 
the new laser disc game licensed to 
Stern called Atomic Castle. 
“People just aren't aware of what 
can be done with lasers,” said 
Walker. “They have seen a small 
side of the capability.” Atomic 
Castle has a vast array of actors 
portraying characters such as Mag- 
nus, Zora, Kalis, and the Knight 
Beast. According to Walker, it is the 
first game to use actors as characters. 
Rock-Ola’s Frank Schulz was 
obviously happy over the success of 
the Rock-Ola Super Sound 200- 
selection phonograph—the first 
200-selection phono from Rock-Ola 
in more than two decades, he said. 
Due to the “fantastic response” 
Super Sound received, Schulz said 
Rock-Ola may have a big year in 
1984. One selling point of the Super 
Sound, he said, is that it’s the 
smallest 200-selection jukebox on 
the market. The phono also features 
four-speaker sound, a new customer 
feature where one button automati- 
cally selects up to 10 top tunes, a new 
push-button pricing system allow- 
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TRY 
Little 
Las Vegas 


4 Games in One 
Poker 
Blackjack 
Slot Machine 
Craps 


100% Oak Cabinet with 
Convertible Harness 


IT’S LEGAL IN CALIFORNIA 


Approved in most 
California counties 


GAMES BY 
MERLIN, INC. 


3140 Polaris, Suite 22 
Las Vegas, NV 89102 
702/362-1388 


© 1983 Tech Star Inc. Licensed to 
Games by Merlin, Inc. 
Exclusive Marketing Co. 
Las Vegas Countertops 
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Operators flocked to the Williams booth to see 
Star Rider, Mystic Marathon, and Blaster. 
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fORLD'S LARGEST MANUFACTURER OF 
OPERATED POOL TABLES....Since 1945 
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Valley’s Emil Marcet, Richard Shelton, and Bill Nemgar marketed 
The New Yorker 1984 Cougar Cheyenne, the Tiger Cat Bumper Pool table, 
and the Exe/cue/tive Pool Table Desk. 
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ing operators price changes without 
circuit board or wiring modifications, 
and three dimensional graphics. 

The Startime Video Jukebox 
(Model 3000 and 3001) on display at 
Video Music International's booth 
features a 25-inch color monitor and 
40 entertainment programs. It can 
also be programmed to play adver- 
tising and promotional material in 
between customers’ selections. The 
Video Jukebox uses VHS high- 
density tapes, and new selections are 
available every four to six weeks, 
company officials said. 

Sally Animation previewed a 
video jukebox licensed from Light & 
Sound in London. According to Rick 
Mortimer, the monitor's quality ts 
better than those in the U.S. The 
jukebox is in three pieces, allowing 
mobility in placing it in locations. 
The selection box can be mounted 
ona wall with the monitor(s) placed 
around the room, and the section 
holding the cassettes can be placed 
out of sight. 

Sally also brought its lineup of 
animated characters. If offers Hank, 
a country and western character; 
Badbird Billy, who sings and tells 
jokes; and Colonel T. Beauregard III, 
a Civil War era sheep dog. 

Animation Limited showed 
Dean-O, the 7-foot clown; Dean-O- 
The-Gorilla mounted on an astro- 
turf base; and a 7-foot “talking” 
robot with flashing red eyes. 

And Creative Presentations 
showed .several of its life-sized 
animated characters. It offers a 
Mark Twain character, as well as 
Elsie the Cow and music-playing 
bears. The company also furnishes 
complete shows with scripting, cos- 
tumes, set design, lighting design, 
and audio production. 


Countertop Games 

Merit Industries, Digital Con- 
trols, and Greyhound Electronics 
exhibited video card games. Merit 
displayed its Chicken Draw, Put 
Boss, Pit Boss, Jr. Table Stakes, 
Match Games, and Blackjack ma- 
chines. 

The company has added two new 
games to the Pzt Boss—Super Slots 
with five winline slot action, and 
Foto Finish, a horse racing game. 
Match Games, available in upright 
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and cocktail models, has four opera- 
tor selected game themes—the 
White Knight, The Frog Pond, Wild 
Bulls, and Pharaohs, and features 
“wild” characters. Players match the 
characters to winning color and 
number combinations. 

Digital Controls showed its Little 
Casino Il (five games in one) 
countertop model; Cowboy Casino, a 
video card game featuring actors 
portraying wild West characters; 
and two games from its Countercade 
System—Pro Sports and Fax. 

The Pro Sports Game Brain con- 
tains Pro Bowling, Pro Tennis, and 
Pro Golf, licensed from Data East. 
And the Fax trivia Game Brain, 
licensed from Exidy, includes 4,700 
questions, four categories, and three 


skill levels. 
Greyhound Electronics showed 


its Casino Games countertop unit 


which includes four games: Black 
Jack, Casino Slots, Beat the Spread, 
and Joker Poker. 

MV (Miniature Video) Produc- 
tions, a Tennessee-based company, 
showed two reflex action games, 
Deuces Wild and Burn Out. The 
object of Deuces Wild is to stop the 
rolling digital numbers in order to 
make a match to win points. Burn 
Out tests players’ reaction time in 
hitting a button when they see the 
“stoplight” turn green. The game 
records the amount of time (in hun- 
dredths of a second) that it takes the 
player to react. Both games are 
small, lightweight countertop 
models and give five plays for a 
quarter. 


Table Games 

The New Yorker 1984 Cougar 
Cheyenne, a 6-foot pool table 
designed specifically for the New 
York market, was on display at The 
Valley Company’s booth. The com- 
pany also had the Tiger Cat Bumper 
Pool table which returns balls to the 
ends of the table and automatically 
gives players red balls for one game 
and white for the next. Valley also 
showed its imprinted cues and its 
Exe/cue/tive Pool Table Desk 
which has a green billiard cloth top 
covering and sliding drawers with 8- 
ball pulls. 

In the Dynamo booth, The Big D 
pool table and Dynamo Soccer Table 
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Arachnid’s Marcio Bonilla (far right) said English Mark Darts 
is back ordered four weeks. 
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J. E FRANTZ MFG. 
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Bud Johnston said operators looking for “common sense investments” have 
increased J.F. Frantz Manufacturing’s business 300 percent since last year. 
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The Norton Co. 
Service Center 


Manufacturers of: 


High Ball @ Ten Pins 
Happy Feet © Happy Hammer 


Servicing Midway Customers Also 


Factory Trained Technicians 


Contact: 813/963-2043 
813/963-1964 


Bowler Roller is the perfect 
addition to your gameroom. We 
bring you great games and more. 


Since 1968 we have been developing 
merchandising programs and 
equipment. If you are interested in 
tickets, prizes, redemption centers 
and merchandising methods give us 
a call. 


The makers of Whac-A-Mole 
Manufactured in U.S.A. since 1970 
Bob’s Space Racers, Inc. 
427 15th Street 

Daytona Beach Florida 32017 
904-677-0761 


SPECIAL NOTICE 
purchase your used equipment from 


NEW ORLEANS NOVELTY CO. 


In business for 50 years! 
International reputation for selling the 
finest used videos, flippers, & amusement 
games available anywhere. 


EACH & EVERY GAME BEAUTIFULLY 
REFINISHED LIKE NEW BY EXPERTS 
All games authentic legal factory models 
GET ON OUR MAILING LIST FOR OUR 
LATEST PRICE BULLETINS OR CALL 
Rose, Eddie, or Jean for latest prices 
3030 No. Arnoult Road 
Metairie, LA 70002 * 504/888-3500 


‘\ 
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received a “very good response’ at 
the AOE, said President Bill Rickett. 
The Big D helps eliminate service 
calls, company literature states, 
because it solves common service 
problems such as ball hang-ups, 
broken slate, break-ins, mechanical 
failure from heavy use, failure of cue 
ball return, and poor appearance due 
to age. Rickett said that many opera- 
tors consider The Big D because 


they believe the Dynamo Soccer 
Table is well-built. 


In addition to showing equip- 
ment, the company also gave opera- 
tors dates for Dynamo’s 1984 Table 
Soccer Tour and literature on 
promoting Dynamo soccer. “You 
can double your income on soccer 
promotions, but they have to be run 
right,’ Rickett said. 


He sees a bright future for table 
soccer because the industry is recon- 
sidering basic equipment and, unlike 
videos, table soccer is a ‘social 
game. It gives players an oppor- 
tunity to meet more players. And 
play is “infinite and can never be 
mastered,’ Rickett explained. ‘It is 
more competitive, more challenging 
than pool.” 

Game Technology displayed its 
Draw Poker upright video card 
game and the Bumper Shuffleboard 
table. The table, which attracted 
much attention, 1s A-shaped and has 
a barrier that comes up when game 
play is over to eliminate free play. A 
battery backup can be used so that 
the barrier comes up when the 
machine is unplugged. 


“Although the rules are basically 
the same as those for traditional 
shuffleboard, the A-shaped design 
will draw more clientele because it’s 
more challenging,” said sales repre- 
sentative Dan Kremski. “I think 
leagues will be formed nationwide. 
We've gotten tremendous response 
from operators and distributors, and 
I think this is the hit of the show 
because it’s a whole new concept in 
games which won't become obso- 
lete,’ he added. 

John Bilotta, a New York dis- 
tributor, commented that Bumper 
Shuffleboard means “potential extra 
profits for operators. It will find its 
place in coin-op because it caters to 
the adult crowd,” he said. 


Kiddie Rides 


There were many kiddie ride 
manufacturers at the AOE. North 
American Amusement Co. showed 
Kasco’s Ninja Gun, Striker, the 
Moppet video Big Paw’s Cave, anda 
helicopter. Thomas Leon said one of 
the big problems of his business is 
operators’ unwillingness to diversify. 

“You have got to spread money 
around,’ Leon said. “You had better 
have a couple of kiddie rides out 
there.” Leon compared operators’ 
unwillingness to buy anything 
except videos to someone who eats 
hamburgers seven days a week. 
Hamburgers taste good for awhile, 
but they get boring, even disliked, 
unless there is a variety in diet. 

Miracle Recreation Equipment 
Co. showed its carousel, and 
Carousel International Corp. brought 
a carousel bike, carousel, and a horse 
kiddie ride. 

Attendees saw many operators 
whizzing down show aisles in 
scooters, named the Disco Scooter, 
from International Kiddie Rides. 
Wayne McKnight said the scooters 
are being bought as bumper cars. 
People can even dance to the beat of 
music with them, he said, because 
customers can drive, steer them 
forward and backward, and spin 
them. The scooters are controlled 
with two hand-held joysticks. 

International Kiddie Rides also 
brought its helicopter and Hopping 
Kangaroo. 

Zamperla showed its newest 
kiddie rides including the Vienna 
Horse and The Gondola along with 
some new animal rides and a light 
display. All of the company’s rides 
have sound and music and are made 
of fiberglass, said Betsy Glennon of 
Zamperla. 

Autorovo exhibited 15 different 
kiddie rides all equipped with elec- 
tronic voices and solid state circuit 
boards. All parts on its hydraulic 
ride are interchangeable, said Benny 
Vos, company president. 


Novelties 

ICE previewed a mechanical 
game called Fire Escape that cap- 
tured the attention of many opera- 
tors. The game didn't look like it had 
a rest the entire three days. ‘J 
stopped by to play one time but 
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couldn't leave,’ exclaimed one 
player. In an upright cabinet, about 
the size of a video, the game chal- 
lenges players to guide a steel ball 
down a rack of movable steel arms. 

“Some say it’s similar to Ice Cold 
Beer,’ said Steve Bernstein of ICE, 
“but the only real similarity is that 
they are both electromechanical. 
The response has been great on both 
the operator and distributor level at 
the show, and operators are saying 
that Fire Escape is good for both the 
street and the arcade location,” he 
added. 

Bob's Space Racers again showed 
Whac-A-Mole and a new kiddie 
version of it called Bully Buster. 
Introduced more than seven years 
ago, Whac-A-Mole, with several 
improvements, is still popular in 
arcades. Bowler Roller drew crowds 
and comments like this one from a 
Florida operator, “It looks easy but 
it's a genuine challenge,” he said. 

Meltec showed its novelty piece, 
Boom Ball, and Skee-Ball also 
exhibited. Skee-Ball Inc. has seen 
success with its Skee-Bal/ and one 
popular feature is its ticket dis- 
penser. The company now offers the 
ticket dispenser for use in all coin- 
operated games. “The ticket dis- 
penser has been so popular for 
offering players something extra,’ 
explained a Skee-Ball representa- 
tive. 

The Norton Company exhibited 
High Ball and The Ticket Vendor, 
which was introduced at the AMOA. 
It will mount onor in any vending or 
amusement machine, and custom 
electrical or electronic interfaces can 
be designed to customers’ specifi- 
cations. 

Why did Norton introduce a 
ticket vendor? “It gives players 
incentive to play,’ said Linda Lynch. 
Operators buying the vendor set up 
redemption centers to redeem 
tickets, and Lynch said The Norton 
Company will send operators infor- 
mation On setting up centers. 

The Coke Gallery, Big Top 
Pinball, and New Frontier were 
some of the mechanical-operated 
pieces J. F. Frantz Manufacturing 
exhibited at the AOE. Bud Johnston, 
president of Johnston Products, said 
his business is up 300 percent since 
this time last year. “We died during 
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Jackrabbit, a dedicated video from Zaccaria, 
will be introduced as a conversion in May or June. 
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Workmen ready AVA’s booth which drew crowds of 
operators during most of the show. 
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Mark Struhs prepares handouts on The Big D pool table and the 
Dynamo Soccer Table which drew a good response at the show. 
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TOKENS 


* PLAIN * CUSTOM 
* KEYED * STOCK 


(KOR AIR FUR: 


j 
} 


Whatever your requirements, 
call Eurocoin International for 
HIGH QUALITY TOKENS at 
LOW PRICES. 


@ Same day stock token 
shipment. 


@ Any custom design available 
on keyed and plain tokens. 

@ Experts on coin equipment. 
Call for advice and let Eurocoin 
supply your token mechanisms. 


@ Keyed security token experts. 
Ask about the token that 

Saves you money by stopping 
token migration... dead. 


CALL NOW 


(606) 254 9117 


Eurocoin International... 
PO Box 13127, Lexington 
Kentucky 40583 


video,” he said. One reason for the 
increase may be that operators are 
looking for “common sense invest- 
ments’ he said. “They can buy four 
of mine or one of theirs.” 

Another explanation could be 
that kids have more nickels and 
dimes than quarters (about 60 per- 
cent of the J. F. Frantz games 
Operate on nickels and dimes), 
Johnston said. And today’s youths 
haven't seen this type of equipment 
before, he added. 

And Superball from Pleasant- 
ville, New York, exhibited its 
Superball, a six or nine ball rollup 
game which also features a ticket 
machine. 

Arachnid’s Marcio Bonilla was all 
smiles when he began talking about 
the success of English Mark Darts. 
“We've been selling a lot of product 
before and after the shows. We're in 
such a back order position!” Bonilla 
said the game is back ordered four 
weeks. That's quite a comparison to 
a few years ago when “it was hard to 
give them away,’ he said. 

IDEA exhibited its Century 
Dartes, Royal Dartes, and All- 
American Darts which has an inter- 
changeable head. All three games 
are equipped with sound and with 
Tru-Score, a special software techni- 
que to improve scoring accuracy by 
use of a dual computer operating 
system. The company also showed 
Blitz, a one- or two-player reflex 
action countertop game. 


Alternative Equipment 

AOE attendees probably saw 
many fellow showgoers carrying a 
booklet titled “My Personal Life 
Savings Account’ from Omaco 
Enterprises. Omaco exhibited its 
Omaco 4000, a heart rate/body 
stress computer, and attendees who 
gauged their heart and stress rates 
received the booklets with their 
rates recorded. 

Paul Reichert, Omaco president, 
said that operators “all of a sudden” 
are Starting to realize this type of 
equipment can make them money. 
“We're going to have heart rate and 
stress for a long time,” he said. “The 
ROI is no comparison to a video's.” 

Reichert said the machines can be 
placed in supermarkets, sporting 
goods stores, restaurants, health 


clubs, and other locations. 

How does the Omaco 4000 work? 
When a customer chooses the heart 
rate test, the computer calculates his 
number of heart beats per minute. A 
flashing heart wave and audio tone 
correspond to the user’s heart rate 
during the test. A customer's stress 
level is obtained by measuring his 
skin resistance using GSR (Galvanic 
Skin Response), one of three 
ingredients used in criminal poly- 
graph tests. During the test, the user 
hears a tone which varies with the 
degree of stress, and a sign wave 
flashes from slow to fast depending 
on the stress level. 

Tech-Vend Marketing, American 
Productivity, and the Wright Group 
also showed various types of fitness 
testing equipment. Available from 
Tech-Vend are the Pulse Meter 1, 
the Blood Pressure machine, and the 
Heart Rate machine. A fitness chart 
on the Pulse Meter 1 helps cus- 
tomers interpret the digital readout. 
The Physical Fitness Computer, also 
shown in the company’s booth, is 
basically the same as the Heart Rate 
machine, but features different 
captions. 

The American Productivity Cor- 
poration had the Deluxe Heart Rate 
Momitor, and three personal infor- 
mation electronic machines, the 
Test Your Memory, Need a Dect- 
ston?, and the Improve Your Health 
machine. The Improve Your Health 
machine tells customers what vita- 
mins they are lacking when they 
press a button on the machine for a 
particular health problem. “Most of 
our machines ROI in less than a 
year, said a company representa- 
tive. “We have had sufficient 
response at the AOE and feel very 
satisfied.” 

The Wright Group showed the 
Check It Out! heart beat scanner and 
the Breath Alcohol Scanner. Check 
It Out! features a graphically styled 
human heart which flashes and 
bee ps in rhythm with the customer's 
heart during the reading. It also uses 
handgrip sensors. The Breath Alco- 
hol Scanner gives a digital readout of 
the customer's percentage of blood 
alcohol concentration after he blows 
into a straw in the machine. 

Destron exhibited its Bio-Rhythm, 
Astrology, and Horoscope machines. 
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Customers enter their birthdates 
along with the day for which they 
want a horoscope or bio-rhythm 
reading. The machine talks and 
flashes and then prints out a reading 
of predictions for that day. 

The Magic Show, the Cuzrcus 
Show, and Santa’s Workshop are 
three models of puppet shows 
exhibited by the O-Sun Company at 
the AOE. Also available are the 
Underwater Adventure, Nursery 
Rhymes, the Easter Bunny, and 
custom-made puppet shows. All 
shows come with a title plate and 
painted backdrop. “This is some- 
thing new and different,’ said 
Richard O'Malley, company presi- 
dent. “It can have different appli- 
cations.” 

The O-Sun Company also exhi- 
bited a shoe-shine machine called 
The Valet. For 50 cents, customers 
can have their shoes shined and 
polished. The Valet provides a 
choice of two colors of polish and 
features a space for personalized 
advertising on an anodized alumi- 
num panel at the top of the cabinet. 

Vending International showed 


VIDEO GAME; 


ANSWER !!! 


_SYSTEM ¢ 


Sam Welshimer of Game Operator’s Corp. marketed 
The Answer!, a mid-sized cabinet adaptable to either PC board 
or laser disc technology. 
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THE ANSWER 
SYSTEM 


GAME OPERATORS CORP. #sy/)HARR 


The Crane, an operator adjustable 
machine which holds 60 pounds of 
candy or other small objects. Cus- 
tomers use a claw to pick up candy 
and deposit it into a chute. The 
machine plays several music selec- 
tions and doesn’t have to be 
restocked often, Mark Attebery said. 

Coin-A-Ticket featured The 
Redeemer, a ticket dispenser which 
can increase collections from games 
as much as 300 percent, said Rick 
Reinhorn. “Ticket dispensers are 
becoming more popular because 
operators need more than the video 
game itself,” he said. Parents resist 
giving their children money to play 
games because they don't get any- 
thing in return for their play. But 
The Redeemer gives players “some- 
thing in addition to play,” Reinhorn 
said. This brings families back into 
arcades, he added, because tickets 
can be redeemed for prizes ranging 
from toaster ovens to stuffed 
animals. 

Redemption centers can be placed 
on location or players can choose 
prizes from Coin-A-Ticket’s glossy 
catalog with varying types of mer- 


woe: 


chandise. “People like to win 
awards,’ Reinhorn continued. 
“They're getting something to show 
for their play.” 

The Redeemer can retrofit old 
equipment or be installed on new 
pieces, and Reinhorn said the com- 
pany is shipping its second logic 
board featuring more variations. 
Units are back ordered four to six 
weeks, he said. 


In the Game Operator's Corp. 
booth, operators must have been 
surprised to meet a fellow operator 
marketing a product. In this case, it 
was Sam Welshimer, vice president 
and general manager of a Midwest 
operating firm which has been in 
business for 26 years. 


Welshimer marketed The Ans- 
wer!, a mid-sized cabinet adaptable 
to either PC board or laser disc tech- 
nology. “It is totally universal,” 
Welshimer said. “It can go from a 
horizontal (monitor) to vertical 
without any rewiring.’ The com- 
pany’s literature also claims that 
anyone can be trained to make the 
change within a few minutes. e 
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Bob Versman (left) of Kiddie Rides USA explains the 
advantages of operating kiddie rides. 
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Operators can 
diversify with 


air Systems 


uch of the advice operators 
heard on the AOE show 
floor and in seminars can 
be summed up in one word: diver- 
sify. Besides the traditional videos 
and pins, AOE °84 featured much 
alternative equipment, including 
physical fitness machines (see show 
wrap-up story) and air machines. 
Rand of Phoenix, Tonk-A-Phone, 
Alliance Industries, and AIR-vend 
are four of the companies offering 
Operators air machines. 


sers appreciate AIR-serv’'s 
fast, easy operation. 


Alliance Industries 

Marcus Calfin, Alliance Indus- 
tries’ marketing director, said oper- 
ators visiting his booth discussed 
diversifying their businesses. “It's 
(air systems) got to be a natural for 
people involved in vending,’ he 
said. “Air is needed everywhere. ’ 

Alliance Industries, located in 
Madison Heights, Michigan, pro- 
duces Acc-U-Air mobile air systems 
in coin-op and non-coin-op models, 
and it offers a five-year warranty on 
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the compressor of every Acc-U-Air 
operated under normal conditions. 

Company literature states that 
the air systems can be located in gas 
stations (full and self service), 
convenience stores, car washes, 
campgrounds and recreational 
areas, maintenance garages, and 
fleet centers. 


AIR-vend 


Paul Henriksen, regional sales 
manager for AIR-vend, agrees with 


Tire Inflation Systems 


The AIR-vend staff was at the AOE trying to educate operators on the benefits of air systems. 


Benefits include a 75/25 commission split and a quick ROI, they said. 
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Calfin on operators’ willingness to 
consider air systems. “We're trying 
to educate them,” he said. “We're 
attracting a lot of people in this 
industry. I hear that word ‘diversify 
in almost every location.” Although 
AOE attendance was down, Henrik- 
sen believes the operators who 
attended the AOE came “looking for 
alternatives.” 

AIR-vend, located in Eden Prai- 
rie, Minnesota, markets an AIR- 
serv model which is available in 
coin-op and non-coin-op models, 
and the company also produces a 
DUO-serv air/vacuum model and 
an air/water model. 

Henriksen said the models 
require little maintenance and ‘no 
service calls on Saturday nights.” 
The average machine will get its 
ROI within 12 months or less, he 
said. “They're (air systems) more 
lucrative to operate than a video.” 
No one learns to play an air ma- 
chine. 

In addition to having a low main- 
tenance schedule, Henriksen said air 
machines also benefit operators 
because of their typical 75/25 
commission split, and collections on 
the air machines can be picked up 
every four to six weeks instead of 
weekly. 


Rand of Phoenix 

Rand of Phoenix, established in 
1976, produces air-only models, 
water-only models, and air/water 
models, all available with or without 
a compressor, as well as an indus- 
trial level vacuum with a 15-foot 
hose. The company also offers the 
Rand Triland which includes an 
air/water system, vacuum, towel 
dispenser, and trash receptacle and 
comes with a lighted canopy. The 
Rand of Phoenix systems can be set 
to operate for 25 cents, 50 cents, or 
for free operation. 

“These machines are a natural for 
operators,’ Rand’s Barney Feldman 
said. ‘“You can buy three of these for 
the price of one video game, and you 
don’t have to move them. You don't 
have to buy new models, and over- 
saturation is the key to the market, ’ 
he explained. “Operators really 


don't understand it yet—they are 
gun-shy just like they were when the 
first videos came out. But we have a 
service that will always be needed.” 

Gene Taylor, vice president of 
Rand, agrees with AIR-vend’s 
Henriksen that operators can get a 
75/25 commission split with loca- 
tions because the product sits out- 
side and because it is so new that 
operators can be the first in their 
areas to provide the service. 

Service problems on the air 
machines are minimal, manufac- 
turers agree. We've gone to great 
lengths to develop a product so that 
vandalism is minimal,’ Taylor said. 
“We use a two-part epoxy paint, the 
best labels 3M could make for us, 
and a steel braided hose which 1s cut 
resistant. 


Tonk-A-Phone 

The Air Talker from Tonk-A- 
Phone, a Minnesota-based com- 
pany, uses an answering machine 
device to record 1 or 2 minute 
messages which are heard through a 
speaker in the air machine. The 
messages can be changed from day 
to day, Tonk-A-Phone’s Bob Albert- 
son said, and are used to promote 
the locations’ businesses. “If some- 
body is putting air in his tires, 
something is wrong with his tires. A 
tire store or a gas station can use the 
Air Talker to advertise its services 
or specials on tires.” A convenience 
store, he added, can use the message 
service to promote specials on soft 
drinks or other products. 

“We've found that we don’t need 
to pay a location a percentage of the 
take,” he said. “We give them the 
right to the recording device and the 
equipment to promote their goods, ' 
he explained. 

The Air Talker cabinet is made of 
100 percent stainless steel and 1s 
available with or without a com- 
pressor. 

‘Air machines are not a fad, and 
six months from now won't be 
outdated,’ Albertson said. “Gener- 
ally, an operator will see a return on 
investment within 6 months. It’s a 
long term investment with a long 
term profit.” e 
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CLOSE-OUTS 
MIXED DESIGNS 
* ALL SIZES * 


SUPER SAVINGS 


Phone Collect 


606-231-7100 
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Everyone loves Whac-A-Mole! 


Customers love to play, and 
you'll love the way it pays. 
Call us and let us 

tell you more. 

Bob’s Space 

Racers, Inc. 

427 15th Street 

Daytona Beach, 

Florida 32017 


Telephone: 
904-677-0761 


Manufactured in the U.S.A. 
Makers of amusement games since 1970 
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‘Pole Position 
voted top video 


Operators voted Atari’s Pole 
Position as the industry’s best video 
game of 1983. 

In a survey conducted by an 
independent Awards Committee, 
599 operators returned Play Meter 
“Best of ‘83 Awards” ballots identi- 
fying their most productive pieces 
during the year in three categories: 
videos, pins, and novelties. 

The closest race was for the video 
game title where Pole Position 
outscored the industry’s first laser 
video game, Cinematronics’ Drag- 
on’s Lair, 176 to 133. Continuing to 
show strong earnings after two years 
on location, Bally’s Ms. Pac-Man 
garnered 58 votes for third place, 
edging out the top producing con- 
version kit for 1983, Universal’s Mr. 
Do!. The kit got 53 votes. 


Best video nominations results 
Pole Position/Atari 
Dragon’s Lair/Cinematronics 
Ms. Pac-Man/Bally Midway 
Mr. Do!/Universal 
Galaga/Bally Midway 


In the pinball category, Bally’s 
Eight-Ball Deluxe was a runaway 
winner, gathering 257 votes, out- 
distancing second place finisher, 
Williams’ Firepower II with 92 votes. 


Best pinball nominations 
results 
Eight-Ball Deluxe/Bally Midway 
Firepower II/Williams 
Mr. & Mrs. Pac-Man/Bally Midway 
Joust/Williams 
Centaur I!/Bally Midway 
Speakeasy/Bally Midway 
Time Fantasy/Williams 
Caveman/Gottlieb 
X’s & O’s/Bally Midway 
Grand Slam/Bally Midway 
Granny and The Gators/Bally 
Midway 
Defender/Williams 
Goldball/Bally Midway 
Soccer Kings/Zaccaria 
Devil's Dare/Gottlieb 
Q*Bert’s Quest/Gottlieb 
Amazon Hunt/Gottlieb 
Royal Flush Deluxe/Gottlieb 
Rack ‘em Up/Gottlieb 


In the novelty category, I.C.E.’s 
Chexx also won handily, gathering 
201 votes to 95 for second place Ice 
Cold Beer from Taito. 


Best novelty (non-video) 
nominations results 
Chexx/ICE 
Ice Cold Beer/Taito 
Big Strike/Williams 
Skee-Ball/Skee-Ball 
Fax/Exidy 
Whac-A-Mole/Bob’s Space Racers 
Shoot-Away/Namco 
Ninja Gun/Am. Arcade 
Boom Ball/Meltec 
High Ball/Norton 
Whirly Bucket/Exidy 
Mr. Muscle/Zamperla 
Punchball/Zamperla 
Mini Skee-Ball/Skee-Ball 
Superball/Superball 
Sweet Licks/Namco 
Ten Pins/Norton 
Happy Feet/Norton 
Super Shifter/Bob’s Space Racers 


Play Meter presented Best of ’83 


Star Wars/Atari 

Mario Bros./Nintendo 

Q*Bert/Mylstar 

Crystal Castles/Atari 

Joust/Williams 

Robotron/Williams 

Moon Patrol/Williams 

Star Trek/Sega 

Time Pilot/Centuri 

Turbo/Sega 

Xevious/ Atari 

Baby Pac-Man/Bally Midway 

Bump ‘n°’ Jump/Data East 

Burger Time/Data East/ 
Bally Midway 

Champion Baseball/Sega 

Donkey Kong Junior/Nintendo 

Millipede/ Atari 

Sinistar/Williams 

Donkey Kong/Nintendo 

Front Line/Taito 

Jungle Hunt/Taito 

Pac-Man Plus/Bally Midway 
Tutankham/Stern 

Zoo Keeper/Taito 


Super Orbit/Gottlieb 
Pinball Champ/Zaccaria 
Punk/Gottlieb 


Awards plaques to the winners 
during the Amusement Operators 
Expo, March 9-11, in Chicago. e 


rent Inc. 


Sts in Entert. 


ow 
ICE’s Steve Bernstein (left), vice president of marketing, and Ralph Coppola, 


president, accept a plaque from Play Meter’s Carol and Ralph Lally honoring 
Chexx as the best novelty of ’83. 
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Service is a Key 
to survival 


By Bill Kurtz 


he key to successful street operation 1s mar- 

keting your business for selected locations and 

learning to anticipate the different needs of 
your customers. 

Operators today are finding more locations 
looking for the personalized attention which dis- 
appeared a few years ago, when the friendly route man 
who stopped to chat with location owners was forced 
to empty the Pac-Man cashbox and hurry off to his 
next stop, according to Roger Westmont, vice presi- 
dent of Modern Specialty Company of Madison, 
Wisconsin, in the seminar “Marketing: Designing A 
Competitive Strategy.” 

Westmont, whose firm operates 1,500 games, 
said operators must become more aggressive to 
survive in this era of declining revenues. 

“Most of you have the same product as the com- 
petition,’ he told the group of about 25 operators. 
“Forget about selling your product and talk about your 
services to your locations. It's service that can make a 
difference.” 
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You should become involved with your locations 
by learning all you can about the business and its 
players before you accept the account, Westmont said. 
This background work can help you spot an unpro- 
fitable location before you sign a contract that will 
cause you problems. “You should be selective, so you 
can spot potentially unprofitable locations,” he said. 

He has organized several tournament leagues in 
his locations. To help him set up the rules, he joined 
the leagues and has played foosball and pool in several 
of his locations. Now he’s doing the same thing with 
coin-op dart games. “Personalized service for your 
customers will give you a tighter grip on your 
locations,” he said. 


Marketing, selling 
About 40 percent of Westmont’s business time is 
spent in working on marketing programs to lure 
potential customers, while the other 60 percent is 
spent selling his company’s service to locations. 
On a scale of one to 10, with one being 
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Roger Westmont conducted the AOE seminar, “Marketing: Designing A Competitive Strategy.” 
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“negative demand” and 10 an “overwhelming 
demand,” the demand for games in most locations 1s 
“now about a three or four, down considerably from a 
few years ago, he said. 

Westmont said you need to develop an AIDA 
plan to encourage potential locations—Attention, 
Interest, Desire, and Action. 

He cited six symptoms of poor marketing for 
Operators: a tendency to be reactive in the market- 
place rather than aggressive and a lack of information 
at the decision-making area are two problems. 

Slow reactions to changes in the marketplace, 
and conflict and ambiguity in your operations (such as 
organizing a pool league but not taking the time to 
properly promote, supervise, and encourage the 
players) can also hurt you. 

Another symptom of poor marketing 1s stag- 
nation—not buying any new games for six months, 
for example—which Westmont said can be fatal very 
quickly if your locations switch to another operator 
offering newer games and better service. You always 
have to build for the future,” he said. “If you don't 
grow, you Stagnate. 

Most important, operators must try to avoid 
being poor predictors of coin-op trends by keeping up 
with industry news and participating in state and local 
associations. 

Westmont said effective marketing is more than 
just sales. To be successful as an operator, you must 
analyze what kinds of locations you want to get and 
how to get them. 


Company analysis 

Doing a complete analysis of your company, its 
operation and your goals, he said, is something that 
operators practically never do. “It’s difficult to spend 
money on an analysis, because you feel you should be 
spending your money on machines instead. But an 
analysis helps improve the coordination of your 
company. 

Such an analysis should include your company s 
goals, marketing strategies, budget, an action plan, 
and a control policy. 

Market segmentation can help your operation 
if you specialize in servicing certain types of locations. 
For example, if you handle primarily tavern locations, 
you ll have a better fee! for what your players will want 
than if you also service convenience stores, pizza 
parlors, and bowling centers. 

Westmont cited Konami/Centuri’s Track G 
Field as a game designed not for the entire market but 
rather for a broad segment—the sports-oriented 
players. 

While Track & Field is a top game in most 
locations, its cashbox is empty in some spots. A clear 
example is if you operate in Laundromats, where most 
of the potential players are housewives, you would be 
much better off operating a Centipede or Ms. Pac- 
Man than a Track & Field. According to Westmont, 
not taking the time to research your customers can be 
a serious mistake. 

One way to determine your segmentation 1s 
through what Westmont called a SWOT Analysis— 
Strengths, Weaknesses, Opportunities, and Threats. 
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Threats can come from many directions—city 
officials, competing operators, and lately from your 
own locations, many of which think it’s cheaper to buy 
their own games rather than sign a service contract. 


Locations’ needs 

Your job is to prove that you are more sensitive 
to the needs of your locations than your competitors, 
Westmont said. For example, some locations don't 
want conversions, believing that all kits are dog 
games. 

In such a situation, he said, you can remake a used 
cabinet to look like new and install a high-earning 
conversion (like Elevator Action) as your first game 
on a new contract to allay the location’s fears about 
kits. 

‘People are different; their tastes are different, 
depending on where in the country you are,’ West- 
mont said. “You must create a professional atmo- 
sphere around your company then go out and build 
services and tell your customers about them.” 

Advertising and promotion are the key to 
spreading the word about your operation to potential 
locations. While placing a conspicuous ad in the 
Yellow Pages can attract business, direct mail 
provides a more effective method of getting your 
message across to prospective customers, Westmont 
said. 

He cautioned, however, that anything you dis- 
tribute in print should be accurate and periodically 
updated. If your material is sloppily presented or 
poorly organized, it will reflect unfavorably on your 
operation. A picture of a Space Invaders game in your 
company brochure, for example, can be used by your 
competitor to show you operate outdated machines. 


Free publicity 

Westmont added that while advertising costs 
money, publicity—such as donating a used game to a 
local hospital—is free and generates good public 
relations. “And it’s hard to determine whether or not 
your advertising is working, he said. 

According to Westmont, knowing who to talk to 
about new location contracts can be as important as 
what you say. He cited an example of a law school 
where he thought games might be profitable. Rather 
than approaching the faculty about the idea, West- 
mont said he contacted several student leaders who in 
turn talked to the university administration about the 
idea and helped land the location. 

Ideally, you should be able to present your 
company’s image so that potential customers come to 
you, rather than the other way around. 

Westmont underscored the uncertainties facing 
the industry when he said a competitor went out of 
business recently, and, rather than quickly moving 
into his ex-competitors locations, Westmont is 
investigating the profit potential of each location. 

Your survival in the industry is up to you, accord- 
ing to Westmont. By taking the time to analyze your 
business’ strengths, weaknesses, and goals, and by 
communicating with your locations, you can improve 
your chances of surviving. * 
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BIRMINGHAM VENDING CO. 


Distributors of Coin Operated Machines Since 1931 
Pie ti itil hae th tat Nel ini er aR 


The operators’ complete 
one stop for Sales, Service, 
and Parts for Amusement 

Machines and Vending 

Equipment 


540 2nd Ave. No., Birmingham, AL 35204 


205/324-7526 


Nevada Gaming Schools... 


Because the competition is 
rough out there . 


NEVADA GAMING SCHOOLS, INC. 
3100 Sirius Ave./Suite, p 881 E. Glendale/Suite p 
Las Vegas, Nevada 89102 Sparks, Nevada 89431 

(702) 873-2345 (702) 359-2345 
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Operators voice concerns 
about video lotteries 


ore than 200 operators and 

distributors attended a 

seminar titled “Video Lot- 
teries, Gambling, and the Amuse- 
ment Industry’ sponsored by the 
National Coin Machine Institute at 
the AOE in Chicago March 10. 

Ted Nichols, president of the 
Coin Operated Industries of 
Nebraska, Rufus King, Play Meter’s 
legal counsel, and Herb Beitel, 
managing director of the NCMI, 
informed attendees about video 
lottery machines nationwide. 

A discussion period followed the 
reports, and many attendees voiced 
concern that amusement only 
vending machine operations would 
be destroyed in competition with 
the quick-cash lures of gambling 
machines. “If gambling operations 
are legalized, operators, as well as 
distributors, must marshal their 
forces and show their strength to 
insure the operators’ survival in the 
structure of those operations,” 
Beitel told the ever-growing audi- 
ence. By the end of the seminar, 
attendees who couldn't find empty 
seats lined the back wall of the room. 

Nichols began the seminar witha 
report on the progress of LB 744, a 
bill to shelve about 300 video lottery 
machines, in the Nebraska Legis- 
lature. (See News section, p. 10.) 
However, since Nichols’ report at 
the seminar, the Nebraska Legisla- 
ture, in the second of three hearings, 
voted to halt expansion of video 
lotteries immediately and shelve 
existing games by January 1, 1985. 
To become law, LB 744 must get 
Governor Robert Kerry’s signature 
and survive another hearing. 

Nichols also reported on the 
history of video lottery machines in 
Nebraska and said that all of the 
machines are being operated by 
their manufacturers and distrib- 
utors. No amusement machine 
operators are included in the opera- 
tions, he said. 

Rufus King then launched into a 
history of lotteries in the United 
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States. He also reported on pro- 
jected figures for the first few weeks 
of video lottery operations in 
Bellevue, Nebraska, which showed a 
$2.9 million cash take. King ex- 
plained that $180,000 went to the 
city of Bellevue, $120,000 to the 
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An attentive audience of more than 200 
operators and distributors attended the 
NCMI-sponsored seminar. 


Rufus King, Play Meter’s legal counsel, 
Herb Beitel, NCMI’s managing director, 
and Ted Nichols, president of the Coin 
Operated Industries of Nebraska, discussed 
the impact of video lotteries. 


state of Nebraska (in taxes), 
$190,000 to locations, and $400,000 
to Video Consultants (IGT, the 
Operators). 


States consider lotteries 

Video lotteries are a real problem, 
said Beitel, who chaired the seminar, 
because states are inspired by the 
spectacular results in Nebraska. For 
instance, the Illinois Commission 
will run a 6-month test operation of 
300 off-line video lottery machines 
in Illinois, he explained. “In an 
agreement with Bally Manufactur- 
ing, those machines will be exclu- 
sively provided by Bally and at no 
cost to the state or compensation to 
Bally. Under these circumstances, 
the take for the state for the test 
period is projected to be $7 million. 

“No area of the country is free of 
this challenge,’ Beitel said. He 
explained there are bills to establish 
or to prepare for lotteries in the 
legislatures of California, Florida, 
Iowa, Kentucky, Minnesota, Missis- 
sippi, Missouri, New Mexico, South 
Dakota, and Wyoming. And bills are 
pending to legalize video lottery 
Operations in Connecticut and 
Maryland. There are bills to expand 
legal gambling activities (other than 
lotteries) in Delaware, Florida, 
Iowa, Maryland, Massachusetts, 
Michigan, Missouri, New York, and 
Pennsylvania. 

Bills to prohibit video lotteries 
are proposed in Colorado, Nebraska, | 
and Washington. 

Beitel advised operators to check 
their contracts with locations to see 
if “operation of coin-activated 
equipment by others would be a 
breach of their contracts.” 

He also reported on recent illegal 
“gray area’ game developments, 
including indictments by federal 
grand juries against 13 policemen 
(including a captain) in Philadel- 
phia. In the Cleveland, Ohio, area he 
said, indictments were also brought 
against several people including 
three mayors. e 
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Attract players 
with pool jeagues 


any of the AOE seminars 
this year centered around 
methods of promoting or 


increasing business for the operator, 
a subject particularly important now 
with the industry shakeout and 
public disinterest 1n once-popular 
forms of entertainment. 

One way to attract players to your 
locations is to start a pool league, an 
idea discussed in a seminar given by 
Valley Company President Chuck 
Milhem and Valley consultant Bill 
Nemgar. The Valley Company runs 
its own pool league nationwide and 
hosts national championships, as do 
other companies including Dynamo 
and Miller Lite Beer. 

Milhem compared the former 
plight of the bowling industry to 
today’s situation in the coin-op 
industry. In 1961, he said, the 
bowling industry experienced a 
shakeout. It was the league program, 
he explained, that kept many 
bowling centers from going out of 
business. 

“If you want to retain customers, 
start a league,’ Milhem said. 

A pool league its an operator pro- 
gram, designed to help operators 
work together. But, Nemgar pointed 


ar 
Chuck Milhem 


to create a league independently. 
Pool tables must be operator-owned 
because the league is an operator 
program. Fundamentals used in 
bowling leagues are also used in pool 
leagues: scores are averaged, a 
handicap system ts used, and awards 
are given to generate player interest. 

“We've never lost a location that’s 


ing that location owners benefit 
most from the pool league because 
of the volume of people league play 
draws. Aside from the players them- 
selves, league play also draws 
players’ families and friends to the 
location to watch members play. 


Pool league promotions 

And a pool league promotion 
doesn’t have to cost the location any- 
thing. Players run the league them- 
selves and elect officers. On a 
national average, players pay $3 per 
night once a week and set up their 
own league account with a local 
bank. For $2 per year, the Valley 
Pool League, for example, gives 
players a patch, a sanction card, and 
a publication. The league also sets 
up ways to split the remaining 
money at the end of the year— 
perhaps through additional competi- 
tion or offering $1 per point games. 

Some leagues have also gotten 
their state association involved in 
setting up statewide rules and regu- 
lations for league play. 

The first year is the hardest, 
Nemgar noted, but in the second 
year, he said, operators won't have 
to approach locations because they 


out, it is also possible foranoperator ina league,’ Nemgar said, explain- will be looking for them. ° 
Location owners benefit most from the pool league 
because of the volume of people league play draws. 
“We've never lost a location that’s in a league.” 
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Proper Programming 


Potential Profit 


By Dawn Adorno 


€ ¢ ith proper installation 
and programming, 
jukeboxes can be pro- 
fitable,”’ said Milton Hobbs in 


addressing attendees at an AOE 
seminar titled ‘Jukeboxes: Potential 
Profit Centers.” 

“Jukeboxes are the basis for a 
successful route,” said Hobbs, a 
North Carolina operator for 28 
years, noting that the decline of 
jukeboxes in recent years resulted 
from several factors including roy- 
alty fees, a lack of jukebox play, and, 
of course, the video boom. 

Proper programming, he offered, 
includes keeping record purchases 
within a budget, rotating and 
storing records, and customizing 
jukeboxes to location preferences. 

“We ran tests with 75 operators 
in three states and found that for 
every record that does well, five do 
fairly well, and another five have to 
be pulled within six weeks,’ Hobbs 
said. “Only one of every 11 records ts 
a good money maker.’ 

Hobbs suggested that operators 
use caution in making record pur- 
chases and consider the location's 
customers’ preferences rather than 
buying strictly from the charts. The 
maximum an operator should spend 
on new records, he added, is 15 
percent of his weekly gross profit. It 
is possible to overbuy for a location, 
and the operator will be pulling off 
records that could still be earning 
money, he said. 

Hobbs also advised operators to 
limit themselves to buying one 
location request per week and to 
explain this policy to the location in 
advance. Location requests, he 
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noted, are a good way for operators 
to familiarize themselves with the 
customers music preference. 


Rotating selections 
“If you can utilize 100-160 plays, 
you can increase your income on a 


jukebox by 20-25 percent,” Hobbs 


Milton Hobbs 


said. A mixture of 10 oldies, 25 new 
records, and 80 percent of the top 
hits of the last eight months will get 
jukebox play, he added. 

Hobbs suggested using red over- 
lays for new record title strips and 
yellow ones for golden oldies. “Also, 
if you use a specific spot for the new 
records—ideally in the center of the 
jukebox—and always use the same 
color overlays, your customers will 
become trained to know where to 


look for the new records.” 

Put three or four new records on 
once a week, Hobbs said, because a 
record remains on the charts for an 
average of 10 to 12 weeks. Rather 
than using direct replacement when 
changing records, move the new 
records to the left of center one week 
and to the right of center the next 
week in order to utilize the entire 
machine. 

Title strips, Hobbs emphasized, 
should always be typed. If a title 
strip 1s not available from the dis- 
tributor, operators should type the 
strips themselves. Hobbs also 
suggested that operators carry a 
typewriter and additional title strips 
in their vehicles when going to 
locations. “It’s worth it to use pro- 
fessional looking title strips. You 
are selling a product,” he noted. 
“Make it as attractive as you can.” 


Preventative maintenance 

Keeping records stored and cata- 
loged properly and machines main- 
tained can also increase profits, 
Hobbs explained. He said that cata- 
loging and storing records alpha- 
betically by the artists’ names and 
labeling storage bins with 3 x 5 cards 
makes locating records easier. “Take 
a number of top playing records and 
store them alphabetically along with 
their title strips. You then have an 
inventory of records that have made 
money for you,” he said. Keeping 
track of record buying for two to 
three months also helps operators 
avoid purchase duplications. 

Store records in bins with doors 
and place records with the jacket 
openings facing the back of the bin 
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modifying and improving our product line. Like “Little Casino II” 
It has full-color graphics and a new horse racing game. And these 
features are available to update older units. 
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to keep dust from ruining the 
records. For golden oldies, Hobbs 
advises using plastic sandwich bags 
with the title strips stapled to the 
bags. 

“A lot of locations own their own 
pool tables, so jukeboxes are still 
your Number One basic item. A 
jukebox can provide you with a 
steady income for 10 years,’ Hobbs 
said. A clean, used machine is a good 
Investment because, he explained, 
the age of the machine is not impor- 
tant but keeping the jukebox in good 
working order is. 


Keeping records 
stored and cataloged 
properly and 
machines maintained 
can increase profits. 


Take five extra minutes at the 
location to clean the coin acceptor 
and to give the jukebox a mini-check 
to prevent service calls and down- 
time. Using one-inch foam pads 
inside the jukebox near openings, 
Hobbs suggested, keeps dust out but 


lets air in. 


Advertise 

Good service, clean equipment, 
and honesty in accounts will get 
Operators new accounts, but opera- 
tors should also consider advertising 
their services. Have decals printed 
with your company’s name and 
telephone number and the number 
of years you have been in business, 
he told seminar attendees. These 
decals can be placed on the jukebox 
to advertise your business. 

Hobbs also recommended that 
Operators advertise in the Yellow 
Pages. “Eighty percent of operators 
don't use the Yellow Pages, or if 
they do, they only have one line. 
Take out a two-inch block for your 
business. Ina given area, people may 
like a particular brand of jukebox. If 
you handle a particular line,” he said, 
“advertise it.” e 
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What business 
are you in? 


By Laura Braddock 


@ ec hat business are you 
in?’’ Charles Ross 
asked audiences in 
two AOE ’84 seminars. Your ans- 
wer to this question could determine 
your future as a company for the 
'80s.” Ross stressed that diversifi- 
cation of product (the theme of AOE 
84) and entertainment offered 
within a location may be the key to 
operator survival. 

Ross, a popular AOE seminar 
speaker and authority on operating, 
is a partner in Innovative Manage- 
ment Consultants, a firm specializ- 
ing in seminars, computer programs, 
and consulting for the operator. 

In his “Street Location Profit 
Analysis’ seminar, he asked atten- 


dees what business they are in at the 
beginning of the session. “If you tell 
me you are in the video game busi- 
ness, you are going to be out of bust- 
ness,” he later told operators. “If you 
tell me you are in the amusement 
business, fine. What other things 
can you take to present to customers? 
The video is going to be there, but 
not like it was.” In another seminar 
he said: “If you are hoping for the 
revenues of yesteryear, forget it! At 
the last AOE I told the audience it 
was over. It will not happen again 
like it was. The $7 billion is going 
somewhere. ” 

Ross believes the addition of 
other equipment types could possi- 
bly save operators. Think of your- 


Charles Ross stressed diversification of product 
and entertainment within a location. 
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selves as ‘service distributors,’ he 
told approximately 22 operators. 
“For the 80s, what other service can 
you provide to customers?” Consider 
businesses that go hand-in-hand 
with your route, including air purt- 
fiers, MTV (Music Television) on 
projection TVs, satellite dishes, and 
a towel service, Ross said, ‘“some- 
thing you are capable of doing.” 
“Rent the guy a palm tree,” he said 
to a chuckling audience. “Did you 
ever think about getting into the 
plant business?” 

This strategy set the tone for 
“Arcade Profit Analysis,’ another 
Ross seminar. At the beginning of 
the seminar, he again asked opera- 
tors “What business are you in?” 
Later Ross launched into strategies 
for the 80s because “if you tell me 
you're in the arcade business, you are 
probably in deep trouble,” he said. 

To explain the root of the indus- 
trys problem, Ross pointed to 
“Marketing Myopia,” an article by 
Theodore Levitt, which is considered 
a business classic, that appeared in 
the “Harvard Business Review.” 
“Every major industry was once a 
growth industry,” the article begins. 
It later points out that it is manage- 
ment’s fault when an industry stops 
growing. “The failure is at the top,’ 
it states, and Ross believes this 
includes “anybody in any driver's 
seat” in the coin-op industry. “It’s 
everybody’s fault. We didn’t stay fast 
on our feet and get out. It (videos) 
was probably the biggest fad in the 
history of the world.” 


Product oriented 

“Marketing Myopia’ also states 
that an industry stops growing 
because it becomes product oriented 
instead of customer ortented. In 
other words, the coin-op industry 
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became video oriented instead of 
entertainment oriented. 

In addition to “Marketing Myo- 
pia, Ross listed other possible rea- 
sons why arcades lose money: a wide 
variance in machine revenues, a bad 
location, using mostly old equip- 
ment, a token war, and the arcade is 
not a place of entertainment. 

Ross listed possible solutions for 
losing arcades, including promo- 
tions. “Try things to improve 
traffic—look to contests and pro- 
motions.” But, Ross cautioned, “if 
they work, fine.” Some promotions 
“don't do any good.” 

Operators need to take a careful 
look at their equipment. “Before you 
spend a ton of money on new games 
hoping they will improve revenues, 
try afew conversion pieces and see if 
revenues go up or simply shift from 
the old to the new.” 

For the tricky, and often fatal 
token wars, Ross advised operators 
to talk to their competition or wait it 
out and put all new equipment on 
quarters only. And, if an operator 
has a bad location, i.e. a free standing 
arcade, his only chance may be Ross’ 
last possible solution and the topic 


-GAME 
WINNER! 


that was the basis for the rest of his 
discussion—offer the customer 
entertainment. 

“Most arcades do not allow smok- 
ing, food, or drink. I feel with the 
attitude we have had toward smok- 
ing, food, and drink, we were des- 
tined to fail from the start. Is a no 
smoking, no food, no drink place a 
place of entertainment?” Ross 
asked. “How can we claim to be a 
place of entertainment with one or 
two types of machines and no food 
or drink?” 

He said operators don’t have to 
encourage smoking by selling ciga- 
rettes, but should allow it. When 
deciding what food to offer, Ross 
suggests soft drinks and fast foods. 
He said a ventless French fry 
machine may be one answer because 
besides the ever popular French 
fries, it can also cook mushrooms, 
zucchini, onion rings, and many 
other snack foods. He also suggests 
nachos, hot dogs, burritos, chips, 
pickels, popcorn, and corn dogs. In 
fact, if possible, Ross said to aim for 
a lunch business. 

And what should an operator do if 
nacho cheese is spilled on the con- 


Our versatile 
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trols of a Pole Position? “Clean it 
up, Ross said. 


“High Tech/High Touch” 


Ross believes introducing food, 
drink, and smoking into an arcade 
may help business because of theo- 
ries introduced in “Megatrends,’ the 
best-selling book by John Naisbitt. 
The book claims that when tech- 
nology is introduced into society, 
there must be a counterbalance— 
that 1s touch—or the technology is 
rejected. The theory is called “High 
Tech/High Touch,” with “touch” 
meaning interaction between two 
humans. 

Naisbitt lists several examples of 
High Tech/High Touch, including 
one instance dealing with medicine. 
The high technology of heart trans- 


plants has led to interest in family 


doctors and neighborhood clinics, he 
said. And high tech word processors 


have led to more handwritten 
notes. A third example points out 
that after Ford introduced high tech 
robots into its plants, “high touch” 
quality control circles were initiated. 

When high technology is intro- 
duced without high touch, people 


e KING PIN BOWLING 
POKER 

¢ 1-4 PLAYER TOURNAMENT 
SKILL BOWLING 

e JOKER POKER i 

e VEGAS BLACK JACK es 


NAAN anne 
MM As mann ‘ 
mn ereee 


“TAKE FIVE” - AND WATCH OUR 
MINI-DEALER REALLY MULTIPLY 


YOUR PROFITS!” For Amusement Only 
13” Color Monitor 
Dimensions 
GO FORIT...LOW, LOWPRICE "ici 
Vo" 
PO BOR TGEE Ano sla CALL: 404-255-5370 20” DEEP 


62 PLAY METER, May 1, 1984 


rebel, Naisbitt said. For instance, 
there is a resistance to electronic 
banking, the polygraph 1s outlawed 
in 19 states, and the American 
public has resisted the metric system 
for so long that it’s doubtful the 
system will ever succeed. 

How does this relate to the opera- 
tor? Ross believes all the high 
tech/high touch theories may relate 
to the coin-op industry. That's why 
he believes arcades need more 
human interaction. “We introduce 
high tech equipment—the video— 
with no high touch to counterbalance 
it,” he said. Arcades are such ‘sterile, 
clean, antiseptic environments. lam 
surprised they lasted as long as they 
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Charlotte, NC 


May 12 
Metrolina State 
Fairgrounds 
7100 Statesville Rd. 
Charlotte, NC 28299 


did.” 

In the same way that society has 
resisted high technology in a variety 
of spheres, society may have rejected 
the coin-op industry as well because 
it has no counterbalance, no high 
touch, Ross said. Parents have 
rebelled against arcades, there have 
been new laws and permit fees and, 
Ross explained, “Now it appears as 
though the players themselves are 
having a rebellion to the high tech of 
the video game. They are begging 
for the high touch counterbalance.” 

Arcade operators can turn the 
high touch theory into practical 
additions, Ross believes, by adding 
food, drinks, smoking, dancing, and 
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“anything you can think of to balance 
the technology with the need for the 
human touch.” 

Though turnout was light for 
Ross’ “Arcade Profit Analysis,” 
there was much audience partici- 
pation. Operators suggested more 
ways to introduce high touch into 
the arcade, including pool tables, 
Chexx, and MTV. 

“Will all this work?” Ross asked 
the group. “I do not know.” But if 
arcade operators continue in their 
same pattern of business, “it will be 
like an airplane when its engines 
quit. Above all, do something or else 
will the last person out please turn 


off the lights?” e 
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By Valerie Cognevich 


ee e are involved in an 
evolution revolution,” 
Dick George, of Roy 
George Music & Vending, noted ina 
seminar titled “Negotiating Com- 
missions with Locations’ at the fifth 
annual AOE in Chicago. 

“Twenty years ago we were in 
control,’ he said. ‘A location wanted 
to know how much tt would have to 
pay to allow operators to place 
equipment. We explained that not 
only would it not cost them anything 
but we would actually split the pro- 
fits!” 

Have times changed! Locations 
want operators to place equipment 
in their establishments and many 
times want an unreasonable amount 
of the gross receipts. “Our liveli- 
hood has changed. If we don't 
change with the times, we won't be 
in this business,’ George noted. 

Many operators believe the 50/50 
commission split is etched in granite 
and impossible to change. George 
called this the “50/50 syndrome,” 
and he offered ways to get away 
from it. “License fees should be paid 
off the top,” George noted. “It’s 
better if they are paid out of the loca- 
tion's part, but off the top is better 
than nothing.” Service charges are a 
way to gradually veer away from the 


change his commission basis as his 
business changes. Locations which 
have been nurtured on the 50/50 
split are not going to want to give 
anything away. The first step in 
approaching the location is to have 
accurate, complete records. “You, 
the operator, must be aware of what 
your situation is and what the loca- 
tion's situation is,’ George said. 
“Every location is a profit oriented 
company just like you are so what 
you will have ts a dialogue between 
businessmen.” 

Operators must constantly exam- 
ine and revise commissions accord- 
ing to the increase in the cost of 
their equipment. George even sug- 
gested operators take an invoice for 
a piece of equipment to negotiations. 
If the location owner sees how much 
an Operator is paying for the equip- 
ment in his place, he may be more 
willing to negotiate. 

Though many negotiations take 
place with existing accounts, there 
will be times when operators will 
negotiate with newly acquired loca- 
tions after they buy out another 
company. When an operator acquires 
a competitors business, he also 
acquires its commission splits. These 
accounts can be handled all at once 
or he may be able to change the split 
50/50 syndrome, and taking money as he replaces equipment. Eventu- 
out for losses is yet another way. ally an operator should have the 
Its tough for an operator to Richard George location on the split he desires. 


If the location owner sees how much an operator is paying for the equipment, 
he may be willing to negotiate. 
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Pulling games 

George emphasized that an oper- 
ator cannot be afraid to say ‘no.” If 
he feels that his business cannot 
continue with lower commission 
splits, he must be willing to tell the 
location to use Brand X. Remember, 
if an Operator can’t continue his 
business with what he 1s getting, 
chances are another operator cant 
either. 

Negotiating commissions takes 
patience, creativity, and credibility— 
patience in explaining the situation, 
creativity in finding ways to divert 
from the traditional 50/50 syn- 
drome, and credibility which must 
be built from the beginning or tne 
relationship with locations. If an 
operator tells his account he will do 
something—he had better do it. If 
an operator doesn't do things he 
promises, he will be on the defense 
at negotiation time. 

What is an appropriate commis- 
sion? There ts no set rule, but that ts 
where creativity counts. Service 
charges—$2.50 per week on each 


machine—arent a great amount to 
the location, but they can add up to 
help meet expenses. Operators can 
also consider minimum guarantees— 
telling a location that insists on that 
latest laser game that it must get a 
minimum amount each week. Or 


they can try aggressive pricing—for 
example, 50-cent play on video or 
5/$1 on the jukebox instead of 7/$1. 

Another alternative is to offer a 
higher percentage to the location as 
the gross income rises—40 percent 
if collections are $75 or under and up 


to 50 percent if they are more than 

[50, 

Hidden costs also should be dis- 
cussed at negotiation time. How 
much does it cost an operator to 
travel to the location to collect 
money? How much does it cost him 
in labor? And bookkeeping costs 
and paperwork hours should be 
computed. George mentioned the 
K-Tron system, a system he has 
been using, which has reduced his 
collection time considerably. Money 
is weighed on an extremely sensitive 
scale, saving hours of tedious count- 
Ing. 

Also collecting less often, such as 
every other week in locations which 
are collected weekly, can save time 
and labor. And paying locations 
semi-annually can be a way to 
increase cash flow. 

Always get negotiation settle- 
ments in writing. A location con- 
tract is a must. With any negotia- 
tions remember, “You don't take 
percentages to the bank, you take 
dollars,’ George said. e 


inflator industry, one of the 
fastest growing industries 
available for investment 
today. 
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locations, over 60% do not 
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How to write 


a good 
location contract 


By Valerie Cognevich 


ssuming that we are now 
to be successful negotia- 
tors, that we are able to 
convince our accounts that the com- 
mission structures we have pro- 
posed and, in some cases, have 
revised, are ‘appropriate and fair’, 
how do we finalize the verbal agree- 
ments that we have reached?” began 
Dick George of Roy George Music 
Co. at his seminar on location con- 
tracts. (This seminar followed 
another seminar on negotiating 
commission splits.) 

George pointed out that the coin- 
op business is a lot different than it 
was 20 or 30 years ago. Second and 
third generation operators know 
that negotiations at one time were 
finalized by a handshake. “The only 
contract | ever saw when I was 
working for my father was a three 
paragraph ‘agreement’ prepared 
and miass-distributed by Seeburg 
when it introduced its first back- 
ground music system,” George told 
the audience. 

But, times have changed and a 
location contract is a must. George 
noted that the lease agreement his 
company uses has gone through five 
revisions in the past six years and is 
being revised again. Contracts must 
be revised as new, unforeseen pro- 
blems occur. 

It takes just as much time and 
money to prepare a good, effective 
location contract as it does a poor 
one, George told the audience. Use a 
local attorney to help you and be 
sure that he is well-versed and 
experienced in contract law in your 
state, he said. Attorneys today tend 
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to specialize in specific areas of law. 
If an attorney helps you write a 
contract, he should be prepared and 


able to help you enforce it when 
necessary, he said. 


Contract elements 

George outlined the elements of a 
good contract: 

1. It should be in writing. Verbal 
agreements are not good enough. 


Be professional, 
patient, and 
take the time 

LO answer 
all questions. 


2. The contract should cover a 
specific length of time. If time is not 
mentioned, it is assumed that the 
location can have the machines 
removed at random. Sixty months is 
recommended because George 
noted that street accounts tend to 
change hands about every 24 to 30 
months. It is good to have the con- 
tract cover new ownership. 

3. The commission split should 
be clearly defined. If the split is 
50/50, the contract should specify 
that. Minimums should also be 
stated. 

4. Damages in case of a breach of 
contract should be clear. A damages 
notice can deter locations from 


breaching the contract. However, 
check with your lawyer—some states 
may not enforce such a paragraph. 

5. The contract should state who 
will pay for licenses, taxes, fees, etc. 

6. You should include an exclu- 
sive agreement: you (the operator) 
are the only person who can have 
equipment in the location. George 
also recommended placing stickers 
on the machines stating they are 
placed in the location pursuant to a 
written exclusive contract. 

7. It should state who is responsi- 
ble for vandalism or damage that 
may occur to the equipment while 
on location. 

8. In the event of a location sell- 
ing, the contract should state that 
the successor will be obligated to 
assume the agreement. 

9. Contracts may provide for the 
resolution of disputes by arbitration. 
This can cost much less than 
attorney fees and court costs. 

10. The contracts should provide 
for attorney fees and costs to the 
prevailing party in disputes. 

After the contract has been writ- 
ten, it should be taken to the location 
owner by an officer of the company 
or the salesperson, George said. By 
no means should the collector be 
allowed to take it on his rounds. You 
want to project a professional image. 
Be professional, patient, and take 
the time to answer all questions. 

In summary, George strongly 
suggested that “location contracts— 
no matter how comprehensive and 
definitive they are—should not be 
used as a substitute for good cus- 
tomer relations.” e 
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Find Your Market Niche 


By Dawn Adorno 


any operators who escaped 

the recent industry shake- 

out did so because their 
investments were not limited solely 
to video games. Richard Priesmeyer 
of Innovative Management Con- 
sultants told AOE seminar atten- 
dees that if they made it to the AOE, 
they had probably survived. But, he 
cautioned, operators must take 
further steps to ensure growth in 
their businesses. 

Anticipating the market, realiz- 
ing market changes, planning com- 
pany growth, and avoiding certain 
Strategies are some of the ideas 
Priesmeyer discussed in his seminar 
“Causes of Company Performance: 
How to Measure and Control Success 
and Failure.” 

“It’s your responsibility to stay on 
top of things and diversify your 
investments, he said, citing an 
example of a company which manu- 
factures snowblowers. It didn’t 
snow much in 1980 or 1981, he said, 
so the company sales dropped to 
one-third of what they had been. 
“It’s their fault,” he added, “because 
they couldn’t predict the weather 
and didn’t invest in some other pro- 
duct.” 

Priesmeyer also recalled that 
several years ago, 200,000 Swiss 
watchmakers lost their businesses 
with the advent of the digital watch. 
“They should have anticipated 
market changes and done market 
research.” If your firm isn’t doing 
what it’s supposed to do, he said, it’s 
your fault. 

Both external and internal changes 
affect a business, and Priesmeyer 
asked operators to consider changes 
that have occurred in their cus- 
tomers, creditors, Community, com- 
petition, government, management, 
employees, suppliers, and society. 
Attendees pointed out that their 
customers attitudes have changed, 
that communities have imposed 
zoning laws, ordinances, and taxes, 
and that the competition now is 
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coming primarily from outside the 
coin-op industry. Changes within 
the industry include an oversupply 
of and a reduced demand for equip- 
ment, new reporting requirements, 
and changes in the distribution 
system. 


Market changes 

“We're in a shakeout stage, and 
big leaps can be made forward or 
backward,’ Priesmeyer noted, 
explaining that operators have 
several choices to make in adapting 
to market changes. These choices 
include staying in the same business, 
leaving the industry either partially 
or entirely, becoming more efficient, 
trying to grow either internally or 
through acquisitions, and diversify- 
ing investments. “The appropriate 
strategy you take depends upon your 
company’s strengths,’ he said. 

A company, Priesmeyer said, can 
grow horizontally, vertically, or 
laterally. Horizontal growth entails 
more of the same—buy more videos, 
pool tables, pinballs. But horizontal 
growth also increases risk because 
the company is more deeply involved 
in One particular industry. Vertical 
growth deals with the marketing 
channel, he explained, and involves 
becoming your own supplier or cus- 
tomer or spinning off a related pro- 
duct. “This has an advantage because 
it allows you to hit a different mar- 
ketplace using the same procedures 
you have now,” he added. 

Lateral growth means branching 
out into an entirely new area, 
diversifying. ‘We have a tendency to 
get ourselves stuck in a definition of 
what we do. The same truck that you 
use to carry hardware can carry 
stereos. You are a service distribu- 
tor—stuck on servicing amusement 
equipment,’ Priesmeyer said. “The 
service distributor is a better defini- 
tion of who you are and what you 
are. You are a financier for loca- 
tions—be it amusement machines 


or smoke-eaters or any other 
product. You need something that is 
countercyclical to amusement ma- 
chines,” he advised. 

“You buy capital equipment and 
loan the use of that equipment. You 
could supply the services of fry 
machines, other types of vending, 
plant leasing, air machines, or coin- 
operated telephones. And there isn’t 
a thing on that list that’s got a faster 
depreciation than video games.” 


Business strategies 

“Avoid following the leader by 
imitating him” Priesmeyer warned, 
“because it doesn’t take advantage of 
the strengths you have.” He also 
advised operators to avoid rapid 
escalation, branching out into too 
many different directions, and hang- 
ing on to a declining business. It’s 
better to get out than to play out a 
losing hand, he said. 

Effective management and good 
planning increase profitability. 
“You should have performance 
standards for every type of machine, 
every machine, and each location,” 
Priesmeyer said. “Every machine is 
a separate contributor, and you need 
to know its return on investment. 
Look at your equipment, your 
employees, and the resources you 
have, and modify these resources to 
fit your new management strategy,” 
he continued. 

Priesmeyer recommended that 
Operators re-evaluate their employ- 
ees’ salaries. “Pay your employees 
according to their contribution to 
the firm. This encourages motivation 
and eliminates hostility,’ he sug- 
gested. 

Operators also need to define 
what they can do and delegate the 
rest of the responsibilities to their 
employees, he said. They must also 
determine their market niche or 
position and hold on to it by mini- 
mizing costs to increase their 
profits. e 
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s your used equipment collecting 

dust in your warehouse? Bill 

Nemgar, Valley Company con- 
sultant, and Marty Rich, vice presi- 
dent of the National Amusement 
Game Auction (NAGA), offered 
tips to operators on how to make use 
of their old videos, pool tables, pin- 
balls, and jukeboxes in the AOE 
seminar, “Used Equipment: Is 
There Life After Death?” 

Their suggestions included using 
the games for charity promotions, 
donating them to high school clubs, 
leasing them to other businesses, 
using them for parts, and selling 
them at an auction. 

One promotion recommended by 
a seminar attendee involves giving a 
particular game away to the top 
scorer. Any money made above the 
cost of the game during the pro- 
motion would be given to charity. 
Advertising for this promotion— 
which is sometimes paid for by the 
charitable organization—would not 
only get customers into your loca- 
tion and give it a favorable public 
image, but also get rid of your old 
equipment. 

Give games away to the local high 
school’s clubs which are always 
trying to raise funds, Nemgar sug- 
gested. To check vandalism at the 
school, put a sign on the game 
telling other students what team or 
club the money is to go to. Also, he 
said, talk to your accountant about 


deductions for donated games. 


Operators can also consider donating 
games to children’s hospitals or 
developmental centers, which, 
Nemgar added, generates great 
public response. 

For business and tax purposes, 
you should remove the coin mecha- 
nisms from machines that you 
donate to charitable organizations 
and install a sign reading “for home 


Getting rid of 
used equipment 


Ma 


Bill Nemgar 
ee 


Marty Rich 


use only.” If the organization does 
not want you to remove the coin 
mechs, Nemgar suggested having 


them sign a non-compete contract. 

One company in Idaho, Nemgar 
said, leases its old equipment for $15 
per month to dentists’ offices, 
beauty salons, barber shops, and a 
county jail. Yet another means of 
getting rid of used equipment is 
through a local realtor. Contact a 
real estate agent to find out where 
vacant houses are. Ask him if you 
can install a pool table, for example, 
which can be added to the list price 
of the house for sale. The agent can 
offer buyers the pool table as an 
“extra,” and when the house ts sold, 
the agent can pay you for the equip- 
ment. 

If you are not planning to use con- 
version kits or to use an old game for 
Its parts, you might consider selling 
the parts, particularly old monitors, 
to a local computer store, Nemgar 
said. Jukeboxes can be sold to people 
who want to restore them for home 
use, and pinball backglasses have 
become popular wall-hangings in 
some areas, he said. 


Auctions 

Selling games at an auction 1s 
another option for getting rid of 
used equipment. 

People look for bargains, Marty 
Rich said, and auctions offer those 
bargains. “An auction 1sa viable tool 
for marketing used equipment,” he 
added. If you've been paying too 
much for your equipment, old or 
new, he said, you should consider an 
auction. 

A potential problem, however, 
one operator pointed out, is that 
your locations will buy their own 
equipment at an auction. “Make 
your location owners realize that 
you as an operator are very 
important,’ Rich said. “If they buy 
from an auction, it may be because 
you are not servicing them well.” ¢ 
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OUR ‘CADES 


By 
Bill 
Kurtz 


‘Look what I got for free!’ 


Not too long ago (well, maybe 
eight or nine years), service stations 
offered gifts to customers who 
stopped in for gas. 

Nothing valuable—yjust a glass or 
a plate or an ashtray—but it was 
something the driver could take 
home and say, ‘Hey, look what I got 
for free!” 

Arcades have never been in the 
business of giving things away. Oh, 
in some game rooms, players can 
trade in prize tickets from Skee-Ball 
games, just as department store cus- 
tomers can redeem trading stamps, 
but to get either prize tickets or 
trading stamps the customers had to 
spend some money first. 

Game Time, an arcade in Maple 
Heights, Ohio, near Cleveland, gives 
things away just to get players 
inside. Nothing valuable—just a 
Pac-Man bumper sticker—but it’s 
free. 

Manager Bob Berk ran an ad ina 
weekly community newspaper 
which could be redeemed for two 
free tokens and the player’s choice of 
one of three Pac-Man bumper 
stickers. 

Most arcade giveaways involve 
free tokens. Berk’s promotion is 
unusual because it required him to 
purchase premium items rather 


Mah 


The Henry W.T. Mali & Co., Inc. 


257 Park Ave. South 
New York, N.Y. 10010 


Order Dept.: 800-223-6468 


N.Y. 212-475-4960 
TWX 710-581-5522 


Call Toll Free : (800) 223-6468 
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than just give away tokens which 
cost operators nothing. 

Berk said the stickers cost less 
than a nickel apiece—‘we bought 
them right’ —and the total cost to 
the arcade was less than $500. 

“Usually, players walk out of a 
game room empty-handed,” he said. 
“I wanted to give the players a little 
bit. You've got to realize that the 
stickers didn’t cost us very much 
money. 


Newspaper coupons 

Berk said he’s received about 100 
of the coupons, which were good for 
six weeks, within the first month 
after the one-shot ad appeared. Sur- 
prisingly, many of the customers 
were adults. “Kids don't read 
papers, he said. 

Berk said he bought the stickers 
with the intention of giving them 
away through newspaper ads and as 
game tournament consolation 
prizes. “I'd sell them, but I'd rather 
give them away,’ he said. 

Players don't consider the value of 
a prize to be as important as the fact 
that they got something. Even a 
“cheapie” giveaway like a pencilora 
balloon ts better than nothing. W hy 
else would so many kids eat Cracker 


Jacks except for the prize? 

And if the prize is personalized, 
it's free advertising for your arcade. 
A pencil reading “I played at Arnie’s 
Arcade’ is sure to get noticed when a 
kid takes it to school. And person- 
alized balloons get attention, too. 

But if you're giving things away, 
it's best to require players to redeem 
a newspaper ad for the item, an ad 
which reads “One coupon per player 
per day.” Otherwise you'll get some 
wiseacre kid who'll try to finagle 
eight bumper stickers in two hours. 
And the selection of the newspaper 
is important, usually a local rock- 
oriented paper that teens are likely 
to read. 

Most arcade games are run at the 
same price in all game rooms—25 
cents per game (with the laser 
games at 50 cents). And many 
arcades have the same games as 
their competitors (Pole Position, 
O*bert, Ms. Pac-Man, Galaga, etc.). 
So if you're wondering whether 
giving things away in your arcade is 
a good idea, ask yourself this ques- 
tion: 

“If I were passing two gas stations 
selling gas at exactly the same price, 
and Station A was giving away a free 
glass with every purchase, why on 
earth would I go to Station B?” e 


Billiard Cloth 


#824—Plain, #924—Rubberbacked 
Fast-Playing, Long-Wearing cloth for 


coin-op tables. 


Available through your distributor. 


Write or call for color card. 
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Allen birds 
and beasts 


Exerion, Taito’s latest video entry, 


is licensed exclusively from Jaleco 
Ltd. and ts available as a universal 
conversion kit. The game is a futur- 
istic adventure of colors and crea- 
tures that becomes more challenging 
as play progresses. 

Alien birds, bats, and winged 
beasts attack the fighter ship which 
is armed with a rapid-fire gun and 
dual space cannons. If the player 
uses his rapid-fire gun too often, he 
loses critical charges that can be re- 
energized only by on-target accuracy 
with the dual cannons. Larger-than- 
life mutant space birds that attack 
with heat-seeking missiles take 
eight hits to be destroyed, each hit 
changing the birds’ color to a differ- 
ent hue. 

“Exerion will give players the 
excitement of a new, action-packed, 
Strategic Outer space war. And, as a 
priced-right universal conversion 
kit for all color raster-scan monitor 
games, Exerion will turn space- 
takers into money-makers for the 
operator, said Paul Moriarity, pre- 
sident of Taito America. 
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Super Bow! 
strategies 


10-Yard Fight, the one- to two- 
player video, is licensed by Irem 
Corp. exclusively to Taito America. 

~10-Yard Fight lets all those arm- 
chair quarterbacks take the field and 
take control, calling plays, running 
with the ball, passing, throwing 
laterals, scoring touchdowns and 
points after. If they're good enough, 
they can become football heroes, 
superstars in the Super Bowl, and be 
applauded by crowds and cheer- 
leaders,’ said Paul R. Moriarity, 
president of Taito America. 

10-Yard Fight has action and 
sounds of the stadium plus a con- 
tinuous play feature. 

The player must score a touch- 
down in the time allotted to go from 
high school and college all the way 
to the pros and the Super Bowl. Each 
level begins with the player carrying 
the ball on the kick-off as far up the 
field as he can before being tackled. 
Then he’s in control as quarterback, 
running or passing toa receiver who 
lets him know he’s open by waving 
his arms. 

An intercepted pass means a 20 
yard penalty. Points after can be 
scored by kicking the ball or running 
with it into the end zone, and the 
clock is stopped when the player 
runs out of bounds. 
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The Video Outpost 
A. DVARN TAGE: 


" 
' 


Ataris three-screened TX-1/ 
offers a multiple-course layout fea- 
turing the sights and sounds of 
racing in different parts of the 
world, including South Africa, the 
USA, Japan, France, Spain, Monaco, ; 
Belgium, and Italy. The player Put any CWO video SaMes 
selects one of the eight international 
speedways by deciding to go right or J&P] wW WMa/ ee ERE | 
left at checkpoints or forks in the aS 
road as he progresses through the 
five stages of the course. | 

He races against the clock to com- risks? How many outdoor locations could be producing profits for you 
plete each stage within its present right now? The all-steel. weather-repellant. vandal-resistant design of The 
time limit and continue immediately Video Outpost makes nearly all locations possible 
into the next. Bonus points are 
awarded for every car passed and for ; : 
the completion of each stage. A For more information on the many features of The 
special bonus is accrued for each Video Outpost, or the name of the distributor nearest 
time unit remaining after crossing you, call: 
the finish line. 

Tx-1 offers four-channel sound so 
that the player can audibly distin- ALL-WEATHER AMUSEMENTS 
guish between cars whizzing by on 5 Patricia Lane ® Spring Valley, NY 10977 
his right and those passing on his left. 914/354-3095 
The roar of the speedway is even 
muted a degree as he enters a tunnel. 

The race begins as the player 
takes the wheel inside a newly 
designed sit-down cabinet that has a 
two-position gear shift, foot brake, 
and accelerator pedal. The engine 
Starts to roar out of the speaker 
under the seat, so he can feel the 
effect of the vibration. 

The glory climaxes in a listing of 
course records that holds the top 
score and player initials for each of 
the eight tracks. A second high score 
list ranks the top 100 drivers overall. 


How many profitable locations have you passed up because of security 


Count your potential new locations tonisht and call us tomorrow! 


THERE IT IS! 
“THAT'S THE NUMBER! 


Bg. CALL 


504/837-7987 


To Subscribe To 


PLAY METER 
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Prehistoric 
adventure 


Data East USA, Inc. introduces 
Boomer Rang’r, the latest in a series 
of dedicated upright games and 
complete PCB conversion kits. 
Boomer Rang’r features a cute little 
prehistoric man who explores 
dangerous lands in quest of valuable 
treasures. 

When the player pushes the fire 
button, Boomer hurls his deadly 
boomerang out in a semi-circle, 
eliminating every enemy in its path. 

Another feature allows Boomer 
to knock the nasty native off the 
fire-throwing dinosaur with his 
boomerang. Boomer can then 
mount and ride the dinosaur, 
gaining mobility and deadly fire 
power. 

A map of Boomer’s territory is 
displayed at the start of the game 
showing trails and pathways to the 
treasures. Each treasure is marked 
with a letter. By conquering all the 
treasures and spelling out Boomer 
Rang'r, the player moves on to a 
challenging new world. 

Boomer Rang’r will be available 
as a dedicated upright game and a 
complete PCB conversion kit. The 
PCB conversion kit will work in the 
Data East DECO Cassette System 
and in Midway and Data East’s 
Burgertime and Bump ’N Jump 
games by use of a male/female type 
adapter available from Data East. 
Another version of the kit will con- 
vert nearly any other raster scan 
game by use of an easily-installed 
wiring harness. 
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WATER’ -AIR 


4WATER 

an select water 

insert coins 
dispense water 


GBB replace hose 


select air 
Se, insert coins 


dispense air 


Na replace hose 


Air supply 


The coin-operated air and/or 
water dispensing system by Rand of 
Phoenix has taken the air and water 
hoses away from the gas pump 
island and moved them to indepen- 
dent locations where customers can 
utilize these services at their leisure. 

Rand of Phoenix, Inc. has dis- 
tributed its systems to gas stations 
and convenience stores nationwide. 

In addition, these systems have 
been installed at car washes, 
shopping centers, apartment houses, 
resorts, and national parks. 

Although most of Rand’s mar- 
keting effort is focused on the coin- 
operated model, it also manufac- 
tures the system in a free operating 
mode. The “free” model is made for 
businessmen who offer compli- 
mentary air and water service but 
are plagued with the expense of 
compressors, electricity, hoses, tire 
pressure gauges, and general main- 
tenance of this service. 

“Conventional free air and water 
service equipment is not well cared 
for,’ says Neil Rand, president of 
Rand of Phoenix, Inc., “because 
people coming in to use this service 
don’t pay for it, and they cause the 
dealer great expense in the areas of 
maintaining his compressor, 24- 
hour electricity, and the cost of hoses 
that are run over or vandalized. This 
does not even account for the loss of 
revenue by consumers tying up the 
pumps, and those who pull in with 
overheated radiators and cause 
major chaos at the pump block.” 

Rand of Phoenix also produces 
coin-operated telephones, distilled 
water systems, flavored oxygen 
from a coin-operated dispensing 
unit, coin-operated vacuum systems, 
and an automatic coin counter. 

Currently, Rand is working on an 
automotive service island, the 
“Triland,’ where customers can use 
the air/water dispenser and the 
vacuum, telephone, or other auto- 
motive maintenance vending items, 
at a location away from the main 
activity center of the gas station. 


PLAY METER, May 1, 1984 


Aids to the Trade 


Acoustical foam 


Mini-Sonex is a new acoustical 
foam with noise absorbing charac- 
teristics that meet OEM require- 
ments for reducing noise within 
equipment and machines. Based on 
the Sonex Acoustical patent in a 
smaller pattern, this foam offers 
Sonex technology to engineers who 
face tight space restrictions. 

Mini-Sonex can be die-cut, fabri- 
cated as custom parts, or laminated 
to other materials such as vibration 
dampeners, noise barriers, and self- 
adhesive films to meet individual 
OEM specifications. 

A high absorption coefficient 
combined with a surface shape give 
Mini-Sonex its noise reducing cap- 
abilities. It is a polyurethane, open- 
cell, ester-type foam with a sculp- 
tured, “anechoic wedge’ type 
pattern that increases the sound 
absorbing surface within a given 
area. 

Available in both 0.75” and 1.5” 
thicknesses, Mini-Sonex meets 
UL94 (HF1) and DOT-MVS-302 
flammability requirements. 

Illbruck/usa is a precision fabri- 
cator of foam for OEM applications, 
packaging, gasketing, sealing, and 
general industrial as well as acoustic 
applications. Besides its Sonex 
acoustical foams, the company also 
manufactures Will-Seal expanding 
sealant tape. 

For further information, contact 
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Steve Sheggeby, Sheggeby Adver- 
tising, 6950 Wayzata Boulevard, 
Minneapolis, MN 55426. Tele- 
phone: 612/546-6611. 


Free catalog 


Products International, a subsid- 
tary of Pace, Inc., introduces its new 
catalog of test equipment, tool kits, 
electronic hand tools, soldering/ 
desoldering equipment, static con- 
trol systems, components, solder/ 
chemicals, fixtures, supplies, and 
materials for electronic mainte- 


“nance and repair. 


Products International carries 
name brand products: Weller, 3M, 
Hitachi, The Cooper Group, Gar- 
diner Solder, Simpson, Paladin, 
Metropolitan Wire, Beckman, Lind- 
strom, and Pace. 

All of PRint’s product lines are 
specifically for printed circuit 
board/electronic maintenance and 
repair. The company also offers a 
printed circuit board repair service, 
equipment, and audio visual train- 
ing course leasing. 

For more information, contact 
Products International, Inc., 8931 
Brookville Road, Silver Spring, MD 
20910. Telephone: 800/638-2020 or 
301/587-7824 (Maryland). 
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Can coolers 


Business Builders offers Kool- 
Kan brand can insulators custom- 
ized with your logo and ad message 


for a spring and summer promotion 
for any location. This promotion can 
be used for street locations as well as 
arcades. 

Kool-Kan is made of a tough 
foam insulating material. It is soft 
and flexible and has a bright finish 
in red, white, blue, green, yellow, 
orange, or silver. Your message will 
be screened on to last for years. 
Kool-Kans sell in some retail stores 
for around $5 each. In quantities as 
low as 100, including your imprint, 
they are only $3 each and less for 


| higher quantities. 


Kool-Kan can coolers must be 
ordered soon for spring and summer 
promotions. There is a 4 to 5 week 
lead time for special custom orders. 

To order, contact Business 
Builders, 10381 S. DeAnza Blvd., 
#209, Cupertino, CA 95014. Tele- 
phone: 408/446-4400. 


Optical lighting 
system 


Pace Incorporated announces the 
availability of its POL-15 Optical 
Lighting System. Designed to 
provide primary illumination and 
optical aid for fixed installation 
work centers, the POL-15 Optical 
Lighting System is equipped with a 
special binocular-vision lens. 

The magnification level of this 
lens renders high resolution, low 
distortion, and depth of field, allow- 
ing both eyes to maintain focus on 
the work area, company officials 


To 


The First Choice 
In 
Money Handling 
Systems. 


Qwik Count 


Portable, lightweight 
counter/packager. For any 
size coin or token. 


SC 3001 


High speed electronic counter 
with offsort. For wrapping o1 
bagging coins or tokens. 


SCAN COIN 


203 Elden Street 
Herndon, VA 22070 
800/336-3311 
703/471-6510 


said. The rectangular lens is more 
than 21 square inches in area. 

Balanced lighting is created by a 
pair of flexibly mounted individually 
controlled high intensity lamps 
which may be used without the lens 
in position. The entire system is 
suspension mounted to a spring- 
loaded, balanced parallelogram 
extender arm which stretches out 45 
inches. This flexibility allows posi- 
tioning of the entire system over the 
work surface area. 

For more information, contact 
Beth Amelio, Pace Incorporated, 
9893 Brewers Court, Laurel, MD 
20707. Telephone: 301/490-9860. 


Measures voltages 


Two new digital clamp-on instru- 
ments capable of measuring both 
DC and AC current and voltage are 
introduced by Amprobe Instrument, 
division of Core Industries, Inc. 

Model ACDC1000 measures AC 
or DC currents and voltages on two 
ranges up to 999 amperes or volts in 
either a Continuous mode or a Peak 
mode for measuring and locking in 
surges such as motor starting cur- 


rents. In the Continuous mode, it 
can monitor fluctuating variables. It 
also has an ohmmeter function for 
measuring resistances up to 1999 on 
two ranges. All readings up to 199.9 
are displayed to the nearest tenth. 

A second unit, Model ACDC1001, 
offers AC and DC, current and 
voltage measuring capability in a 
Continuous mode. Both are auto- 
ranging within the selected function. 
The circuit design permits the units 
to measure a wide variety of DC 
inputs from continuous to chopped 
DC, as found in SCR circuits (30 to 
300Hz with duty cycle of 20 percent 
to 90 percent). | 

When measuring DC, both instru- 
ments are average-sensing, average- 
reading. When measuring AC in the 
continuous mode, both instruments 
are average-sensing, RMS-reading. 
In the Peak mode, the Model 
ACDC1000 is peak-sensing, RMS- 
reading. The AC frequency response 
is 40 to 400Hz. The response time in 
the Peak mode is 0.08 seconds. 

Conductors up to 2 inches in dia- 
meter (5.08 cm) or 2000 MCM can 
be accommodated by the clamp-on 
jaws of the two instruments. The 
instruments have a case voltage 
breakdown of 3000 VAC/DC and 
have a fully-insulated movable jaw 
and a hooded stationary jaw. 

The ohmmeter is fuse protected 
to 250 volts and circuit protected to 
400 ‘volts. Power is provided by a 9 
volt alkaline battery. The instru- 
ments signal when the battery must 
be replaced. 

When measuring currents with 
the instrument positioned so that 
the display cannot be read, an “elec- 
tronic pointer-lock” feature can be 
used to lock in the reading so the 
instrument can be moved to a point 
where the display can be read. This 
feature is available on the Model 
ACDC1000 only. 

The instrument measures 91%” x 
3%" (across the jaw) =< 1-9/16” 
(23.2cm x 9.5cm = 4cm) and weighs 
[> Oz. 

Both instruments are supplied 
with all-weather Extendo-type test 
leads and a two-compartment carry- 
ing case. The ACDC1000 its also 
supplied with a fused ohmmeter test 
lead. 

For more information, contact 
Amprobe Instrument, 630 Merrick 
Road, P.O. Box 329, Lynbrook, NY 
11563. Telephone: 516/593-5600. 
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GLASSIFIED 
ADVERTISING 


MINI-BOY 7 


The Hottest Little Countertop On The Market With 7 Games & An Advertising Mode 
DRAW POKER @ SEVEN CARD STUD @ BACCARAT @ HIGH LOW 
CRAPS @ BLACK JACK @ DOUBLE UP OR THE NEW FROG RACE 


Our first “ground floor” distributors have reported on their site testing results and this 
is what they say: 
1. Excellent earning power 
2. Proven reliability 
3. High praise on both the graphics (13” color monitor) and cabinet, 
small size and appearance 


4. Technicians and route men like the accessibility of parts and the comprehensive 
manual and schematics 


5. Locations rave about the 88 character advertising mode, that does not require 
a special keyboard 


6. The craps game is superb and it duplicates all the action of a casino table 
7. Ability of player to switch from one game to another for one coin 


a NEW FEATURES 


SOY ET ss cg OOS 
® California program available 
@ New race game available shortly 


wn ne 


Distributorships still available in some areas 


eee FOR MORE INFORMATION, CONTACT: 


LOU PAVLOFF ASSOCIATES, INC. 
1650 LINDA VISTA DR., SUITE 108 
SAN MARCOS, CA 92069 


NO CREDITS OR REPLAYS a 
FOR AMUSEMENT ONLY 61 9/744 6921 
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IF YOU OWN A 


DEFENDER e STARGATE 
JOUST ¢ ROBOTRON 
BERZERK or ZAXXON 


YOU SHOULD CONVERT TO: 


Custom Made Kit 
CHAMPION BASEBALL 


$89) 500 ospiere 


ABSOLUTELY FINEST CONVERSION KIT EVER OFFERED! 
NO TOOLS OR SPECIAL SKILLS REQUIRED! 
NO SOLDERING ... CONVERTS IN MINUTES! 


CUSTOM MADE CHAMPION BASEBALL KIT INCLUDES: 


@ Brand new custom made control panel with new joy stick 
new buttons, eee Baseball overlay custom wired to exactly 
fit your machine . 


@ First class wiring harness with pre-“stuffed’’ edge connector 
and all plug in (molex) connections . .. 


@ Original printed circuit board guaranteed unconditionally for 
30 days... 


@ New Champion Baseball monitor plexi and new header plexi 
marquee. 


VIDEO WARE, INC. 
Los Angeles 


(213) 225-1337 
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REPLACEMENT 
MARQUEES 


For all current games 
$25.00 


O.E.M. prices available 


E-Proms 
2764’s - $9.00 each 
2/32 $s - $5.00 each 


Suzo Joysticks 


with micro switches 
$10.00 each 


We buy used E-PROMs 


New Way 
Video Systems 


21 Langdon St., Everett, MA 02149 


617/321-8055 


“ American Amusement, Inc. 
P.O. Box 470506 
Dallas, TX 75247 


DRAGON’S LAIR 
SLIPPING? 

Stay competitive convert to 
1 COIN/PLAY 


e Extends game life ~ 
e Increases overall revenue 
e Attracts new players 


@ 10 minute installation 


$29.95 
(heck or C.O.D. 


COIN DOUBLER 
311 SW 3rd Ave. 
Gainesville, FL 32601 


904/371-9149 
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A-1 GAME 
ALARM 
$10 


To prevent 
Break-Ins 

1 Your phone call and 
i order for 2 or more 
| on Friday will entitle 
you to a free cup 
holder. 


A-1 Products ® 919/827-8241 
333 N. Queen St., Kinston, NJ 28501 


PHOTO MACHINE 


WE BUY AND SELL 


CHEMICALS, FILM, PARTS 
BEST PRICES GUARANTEED! 


ED HANNA 
PO Box 290777 Davie Florida 33329 


305/474-5888 
G 


~ 
(a (ad 


GAME & KIT 
HEADQUARTERS. 


Spy Hunter 
Tapper 
10-Yard Fight 
Kits 
Space Ace 
Boomer Rang’R 
Junior Pac-Man 
Donkey Kong 3 
Pole Position 2 
Mr. Do!’s Castle 
Elevator Action 
Exerion 
Mega Zone 


AMIS pistrours 


8431 Mastin Drive | | 


Post Office Box 4057 
Overland Park, KS 66204 


913/642-9744 


Northern California’s 


VIDEO CONNECTION 

LOWEST PRICES ON: 
— Conversion Kits/Boards — 
Mr. Do!’s Castle & Wild Ride ¢ Nova 2001 
— New & Used Games — 
Ms. Pac-Man(ct) $1395 @ Galaga(ur) $1295 
Gyruss (ur) $1095 

— Complete Kits — 

Donkey Kong & Donkey Kong dr.: Cheap 

Joust $295 @ P. opeye $195 (includes power supply) 


— Kits Include — 
PC Board, Header, Control Pane! & Front Plex 


BUY ¢ SELL ¢ TRADE 
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INFINITY 1 


FroGiol....ssiéi‘(éiyy§i¥CWC¥CNCW $495 Roc n’ Rope 
Mr. Do!’s Castle ........ call rics. 
Donkey Kong 3......... call Super Biker 
Lover Goy.............. call King Tut .. 
iresia sisi‘ (yl. call Lady Bug... 
Meqazone............. call Pengo...... 
Siar liek  ... si i 595 


8200 programmer up to 128K 


plus Computer Equipment 


312/280-7610 
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PROMs Bi-polar & all E PROMs 


All Laser Games Available From $1995 
Plus Hundreds More! - Call for Current Prices 


HOFFMAN INTERNATIONAL 


600 N. McClurg Ct. Ste. 309, Chicago, IL 60611 


Telex: 280208 Hoffmn. Int. Cgo. 


434-0142. 


PEE 


THE GAME OF A THOUSAND FACES! 
New Games Complete * $495 (F.O.B. Chicago) 
KITS-While they last! — * Plus 84’ Releases * 


NEWEST PROGRAMMER ON THE MARKET! 


All the latest in technical equipment 


u 


= 
rF 


bs | 


ll... 
GAMETECNIK—“CHANGEMATE” 
Talking coin/token changer. Accepts $1-5- 
20’s. Purchased new in 1983 — Used for 
approximately 8 months. $1800. Call 904/ 
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BIG AUCTION 


SATURDAY, MAY 5 


—PSYSSLIGTDLZLZLTLZLLIL TLL III LILA AIA AS 
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adult rated poker game. 


Goldsboro, North Carolina. 


For More Information Contact: 


Jeff or Sherri 


919/469-2406 


FREE REFRESHMENTS — Coors, Pepsi, BBQ Pig 


Featuring ... the world’s first laser disc 


200t games, buy & sell, spaces available for new & good 
used videos, pins, jukes, pool tables & vending machines. 


Hwy. 70, 3 Miles E. of Clayton, between Raleigh & 


—SSSSDSLLLLSLISASDSASASSDSDSDSDSSDSDSIASDGABIIDIAISA DIDI SSA A IAI 
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VIDEOGAME TESTER 


NOW! 


25¢ PLAY DRAGON’S LAIR! 


THE ORIGINAL GOLDEN 
* SINGLE COIN ADAPTOR x 
*&%&% HUNDREDS SOLD! xx 


* Easy Attachment 
* No Cut Traces 


* Does Not Affect Existing Circuit FEATURES 
only $39.95!!! ce : 
WE SPECIALIZE IN VIDEO BOARD REPAIR Da dele 
Also, works on all other 50¢ play machines - ie. MA.C.H. 3, etc. S prices HGS ae) acot clenals 


to verify monitor operation 
e Tone output to speaker 


GOLDEN DIGITAL SERVICE cronthvaray 
¢ 6 month warranty 


VISTA, CA 619/727-1860 92085 
802-295-5584 st 
TLX: 701995 . : cow oe pre 
\ aw 
aro att or 
7 ys 
aw 
LARRY CAPLAN SIGN CO. °° a 
P.O. Box 218 St tuned _ - : shipping via 
“<M Reisterstown, Maryland 21136 fi oY © — 


Our Prices Cannot Be Beat! 


$3.2500 for the 


Vlas Preight 


. 300LETTERS ff 
STEEL STAND May 15th 
ALL LIGHT 
BULBS 


301-833-5941 nee ee 


Without Arrow $285.00 


“TOO many coins 
or tokens to 
count by hand?” 


|Cut Counting Time 
70% with Klopp | 
‘Counters & Sorters | 


COMPARE THESE PRICES 


All in Excellent Condition ¢ Satisfaction Guaranteed 


* JUNIOR PAC-MAN KITS $750 * 


Sort 1000 coins per minute. 
Count/wrap $1,000 
in 20 minutes or less. 
Portable, manual or electric 
rugged, no plastic, made in USA 
Full one-year warranty 
Economically priced 


Sa i i 
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— Call o: write for full details —— 
“Our 53rd Year” 


IKLOPP. 


KLOPP INTERNATIONAL. LNC. 
P.O. Box 708 


Pinellas Park, Florida 33565 
(813)522-9425 
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_.......... . Millipede ............... 
Time Pilot .............. 895 Centipede .............. 795 


We Ship Anywhere ¢ We Buy Your Used Equipment 
—CALL FOR LATEST AVAILABLE GAMES— 


Fun Enterprises R.B. Enterprises 


8/462-0225 409/569-9649 


= PLAY METER, May 1, 1984 


BaovPac-Man............_ $ 895 
Bump niimo................ 795 
Cenioece.........—d«i«siz‘i(‘(iajéyéay(éj((R 795 
So —O—COCOC_CCCC 1595 
Cigarette Machines 
(reconditioned)................ call 
Donkey Kone... sd... 495 
Donkey Kone>................ 895 
Be rr—“COCOR 2495 
Elevator Action..._i«i‘(étéyRNC(((#CC#C 1295 
eo r—r——CsC 1095 
journey .................s.i..id... 795 
Junior Pac-Man ................ 1495 
ee r—“_OOCOCO—__ 695 
MACH iid ............. 3195 
Major Havoc............... 1395 
OUR REPUTATION IS 
$OLID GOLD 


UPGRADE YOUR PAC-MAN OR MS. 
PAC-MAN! This new conversion gives play- 
ers a choice between the original game andthe 
faster. more challenging EXPERT LEVEL. Guar- 
anteed to increase collections! Game labels and 
instructions included Five minute installation. 
Write for free information or send $79 per kit 
to MBN Electronics Dept. 2,262 Courtland 


St. Painesville. Ohio 44077 (In Ohio add 55% 
sales tax) 


CONVERSION 
KITS 


and supplies 


WANTED 


USED PC BOARDS 


CALL FOR QUOTES 


Eldorado Products Ltd. ] 


14816 Main Street 
Gardena, CA 90248 


213/516-9525 


PLAY METER, May 1, 1984 


ALPHA - OMEGA SALES 


Send your Boards, Monitors, and Power Supplies to 
Frank “The Crank” — He’ll Fix Them Right!! 


(We'll split the freight on all pre-paid orders—minimum $1000) 

Air Hockey @ Chexx @ Video Jukes @ Great Guns @ Spy Hunter @ Space Ace @ Foosballe Crossbowe King Pin®@ Track & Field 
Tapper @ Pole Position 2 © Pool Tables e Bill Changers Jukes @ Pins @ Lasers @ 10 Yard Fight @ Tin Star ¢ Tag Team 

Punch Out @ Bally & United Pool Tables ¢ Century Darts @ Circus Charlie @ Shuffle Alleys ¢ Boomer Rang’R @ Laser Cue 


“Closeouts Arrive Daily” 


Mario Bros... «sisi itt 


Milipede......_........ 


('ber............... 


Rowe bill changer 25 mc 
Se rr—C 
Star Wars (new) ........ 
Super Pac-Man ........ 


—Low, Low PRICES on the Hottest Kits— 
Space Ace @ Champion Baseball 2 ¢ Time Pilot 84’ Up & Downe Tin Star ¢ Boomer Rang’R @ Major Havoce Millipede 
Mr. Do!’s Castle @ Pole Position 2 @ Junior Pac-Man @ Donkey Kong 3 @ Time Pilot e Mega Zone @ Cloak & Dagger 
Exerion @ Mario Bros. @ Elevator Action @ Intrepid © Mr. Do!’s Wild Ride @ Nova 2001 @ Mystic Marathon e Blaster 


Greyhound 3 in 1 and 4 in 1 Mr. Do!’s Castle rend. ($595) 
* NEW .984, .882 & .900 Brass Tokens — 5¢ each * 
LOWEST PRICES ON ALL VIDEO CARD GAME — AMUSEMENT ONLY! 


* Location Ready Specials - All Fully Guaranteed For 30 Days * 


CALL! We’ve got ’em! 


Conversion Labor - $100 201/738-1800 


3 Coral Street 
Edison, NJ 08837 


CLASSIFIED ADVERTISING 


PAYS! 


USED P C BOARDS 
BUY e SELL ¢ TRADE 


Pac Man 
Amidar 
Frogger 
Tunnel Hunt 


Qix 


Hundreds in stock! 


Ms. Pac Man 
Phoenix 
Zaxxon 


Donkey Kong 
Defender 


Rally X 
Lady Bug 
Kangaroo 
Scramble 
Galaxian 


Champion Baseball kits — $595 


(Converts Defender in 15 minutes) 


MANY MORE TO CHOOSE FROM! 
PARTS ¢ SUPPLIES ¢ SPEED-UP KITS 


Y.C. ENGINEERING 


615/793-5669 


Telex: 53-4623 


— 895 Tine fiot.......__......... Bs 
vee eens bee Zookeeper ................ 895 
a SS GAMES $395 

— 5 Bezerk, Defender, Frenzy 
oo. 1995 : 

 . 2595 Galaxian, Gorf, Moon Cresta 
 . 495 Omega Race, Phoenix, Tempest 
tet eeee 1095 Pins as is complete $150 - 175 
— ses Eight Ball Deluxe.......... call 
— 845 Centaur... _................. 850 
— Speakeasy ................. 895 
695 SS — EE 


615/793-9142 
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KITS @ KITS @ KITS alae HARNESS SHOP 
QUI CKI Le Pe eas 


CONVERSIONS MADE SIMPLE & FAST! 


@ Cut your conversion kit installation time Harnesses prepared for 
py Gs touen ds /J 2 ALL VIDEO GAMES 


@ technical rti 
i See ae aon ee Prices start at $15.00 


FREE QUICKIT with purchase of any of our 
conversion kits! 
Featuring...Mr. Do!l’s Wild Ride @ Nova 2001 ® Time Pilot ‘84 © & many more! 205 / 365-1 841 
Only available through: 


M.H. ASSOCIATES 


Fargo, ND 


1725 N. Ist Ave. 1 800/VID-KITS  InND Canada, Alaska For Sale 
Fargo, ND 58102 843-5487 701 j 237-4563 Change-Mate 500 token changer with 


Coen Happy Hour program and 25¢ coin 
acceptor. Like new with approximately 
5,800 / 0.900 stock tokens. $1,995. 318/ 
363-6314. 


Write or Call 


For Sale: 
Prestigious university route in Washington 
D.C. 27 games and 4 locations. $50,000. 
301/762-7978. 


We Want 
Your Old Color 
PG BOARDS 


Benn 
NELS OW 


EVERNTHING WAS FINE UNTIL THAT WASHED 
UP ON THE SHORE 


For Export 


BEER EMER EKER EEE EHH EYE HH 


—USED— 
PC BOARDS 


e TOP GAMES 
e BEST PRICES 


Call Leslie: 


916/293-0087 


PO a OU OO a 
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ccccce | 913/295-1337 


VIDEO WARE, INC. 
Wanted to Buy 600 Clover Street 
F h: G : , and 
routes Large or smnallintheChicagoarea, LOS Angeles, CA 90031 


Must be priced right. Send inquiries to: 
Play Meter Magazine, P.O. Box 24970, 
Dept. TV, New Orleans, LA 70184. 
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COIN MACHINE 
DISTRIBUTORS, INC. 
THE OPERATORS CHOICE! 


Representing All Major Manufacturers 


® QUALITY EQUIPMENT 

@ EXPERT COUNSELING 
& SERVICE 

@ PARTS & SERVICE 


350 Thorens 
Garden City Park, NY 10040 
516/294-9490 
212/204-8828 


425 Pairview Park Dr. 
Elmsford, NY 10523 
914/347-3777 
212/538-1285 


304 Murphy Rd. 
Hartford, CT 06114 
203/278-6626 
800/842-8255 


11800-14 Industricplex Blvd. 
Baton Rouge, LA 70810 
504/291-5050 
800/633 6432 LA 
800/262-5188 MS & AR 


CLASSIFIED ADVERTISING 
PAYS! 


NEW ENGLAND 
OPERATORS: 


We have the best prices & selection 
of new & reconditioned counter- 
top video card games. 


MINI VEGAS 


Poker-Craps @ Blackjack @ Red 
Dog ® King Pin @ Skill Bowling 


C & M ASSOCIATES 


160 West Hill, Killington VT 05751 
802/422-3841 
802/422-9540 


Investment opportunity with long-term 


returns. Coin-operated alcohol breath 
analysis machines. Same equipment used 
by some State Police forces. 318/387- 
8877 / 343-5384. 


For Sale 
Boom Balls with dispensers, excellent con- 
dition. Remodeling, must sell! Delivery and 


assembly available. 713/956-1494. 


PLAY METER, May 1, 1984 


he 


POT 


ROUTE CLEARANCE SALE 


Ms. Pac Man ......... $1150 

MAC H.3.......... 3550 = 

Dragons Lair......... 2450 = 

Joust... a 575 & 

TOR ............... 450 

Die Dug............. 475 § 
ede 695 


PAC MAN PLUS KITS MIDWAY 
MANUFACTURED $75.00 
** 31) DAY WARRANTY ** 


B & B VENDING 
1560 Edison St., Dallas, TX 75207 
214/747-0041 


OFFICES IN: Dallas; Midland/Odessa 
Amarillo and EI! Paso 
TTT 
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Selling: Used PC Boards. Wanted to 
Buy: Pole Position, M.A.C.H. III, Chex 
Hockey. 616/335-8674 


LEARN TO REPAIR 


e Video Game Boards 
e Power Supplies 

e And Monitors 

IN YOUR OWN HOME!! 

Our complete Analog and Digital 
Course is taught on ten (10) video 
tapes (approximately 30 hours) 
“100% Satisfaction Guaranteed” 


For More Information, Call: 


800/221-0834 
(in NY State) 212/377-0369 


or write: Electronic Institute 
of Brooklyn 
4801 Avenue N (corner E. 48th St.) 
Brooklyn, NY 11234 


ARCADE TRACKER II —$99 
® Games Listing 
@ Location Listing 
® Collection Report 
@ Location Data Report 


Vending Operators: 


COMPUTERIZE YOUR ROUTE OR ARCADE NOW! 
Compatible with Apple or Commodore 64 


Or Both for $129 
Documentation & print out available for $11.99. 
Must have disc drive, printer optional. 
(MI residents add 4%, C.0.D. add $5, MasterCharge/Visa accepted.) 


O-DEES ENTERPRISES 


33272 Hampshire, Livonia, MI 48154 


313/421-5609 


ARCADE FOR SALE 


Many went under last year. WE 
SURVIVED. Our net was $68,614 2. 
56. This snack bar and game 
room with jukebox, bill changer, 
| and 45 top games is a working 
business that could be made bet- 
ter. The outlook of the industry is 
good. So is this Game Room's, 
located in New Iberia, LA (in a 
strip center). Sale Price 21 times 
net - $171,531.40 (negotiable). 


Send inquiries to: P.O. Box 91883 
Lafayette, LA 70509. 


SORT & COUNT 
COINS FAST 


COMPACT 
SORTER COUNTER COIN 
PACKAGER 12” x 12" PACKS 
NADEX plastic coin equipment and reusable 
coin packs provide today’s best value for small 
volumn coin handling. FREE. TRIAL OFFER: 
SATISFACTION GUARANTEED. Write for details. 


NADEX Industries Dept. 84005 
220 Delaware Ave., Buffalo, NY 14202 


COIN REUSABLE 


THE ACCOUNTER — $59 
@ Monthly T & L Statement 
@ Account Ledgering 
@ Account Graphing 
@® Monthly Reconciliation 
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MIDWAY 


laratcinew......._i........ 
Faxinew).......__i«c._._.i‘ai‘ayay...L 
Side ‘Irak (new)...........,.. 


SEGA 
Congo Gongoinew).......... 


CENTURI 


ROWE 
Specicsinew RSS. ........... 


Logonan.....—=«c_._—iza.zasli(tyaaa.a... 


POKER @ BLACKJACK @ BACCARAT @ 


Features: 
@ Five exciting games in one cabinet @ Full color 13” monitor 
@ Player may change games during play @ Detailed graphics 
®@ Coins can be deposited during play @ No replays 

Operator adjustable features: 
® Hands per play ®@ Initial points 
® Credits per coin @ Attract audio 


aun) amo) ame ) axe ) am ) amo) ane oy) a ss es es ») amo) am) 


‘LET’S MAKE A DEAL! 


ATARI 


Root Beer... _ssi(asé‘ié#‘(#C(C; Calor write Star Warsinew)........_ 
d¥.FacMan................. $2100 FoodFigdt............. 
NFL............s—i—i.ssse Cal orwrite Milipede ...... _., sisdsisisciwsiit 
Ms. Pac-Man (new)........... 1295 Missile Command (s/d) ....... 
Baby Pac-Man (new).......... 905  |empest .......... ss 
Space Dicl...... ........_i. 
EXIDY 
Crossbow ............. call or write WILLIAMS 


895 Motorace USA (new)......... 
Bubbies(new) ..........__. 
195 jJousiiup)............_ssisse 

Roootron............._sdsai_=sds_se 


795 NINTENDO 
FPopeve(new)..............__. 
Uonkey Kona. ............ 


Track& Field... call or write 


GAME-A-TRON 
Four One......_._._._—_sacdsdsiis. 
JoxerFoker...... sss. 


— KITS — 
$099 DLonkeyKong3......... ss. 


295 Cloak& Daccer.... ssi. 
350 Mr. Do!’s Wild Ride .. 


BE LEGAL - BE SMART 
BUY DIRECT 305/031-6999 


|.IDA. 1608 No. Hwy. 427, Longwood, FL 32750 
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GAME—$1495 
(single unit price) 


Fireox......_—isi‘éa;?és;’é;lctt(tit call or write 


. call or write 


U.S. Billiards — All Sizes and Parts / Used Pool Tables Available 


Games People Play 


P.O. Box 588, 124-28 Queens Blvd., Kew Gardens, NY 11415 


212/457-4030 or 658-2299 


CRAPS ® DOG RACE 


Changin 
your address? 


Don’t miss your copy of 
PLAY METER. Attach the 
address label from the most 
recent issue received in the gray 
field immediately below and give 
us your new address in the space 
provided. Happy movina! 


ATTACH LABEL HERE 


Zip 


MAIL TO: Circulation Department. PLAY METER, 


P.O. Box 24170. New Orleans. LA 70184 


NEW ADDRESS 


Name 
Address 
City 
State 


PLAY METER, May 41, 1984 


TICKET 


DISPENSERS 
Now Available For 


VIDEO GAMES 


Kits or Components 


Harber Technology 
913/772-5053 


EDGE CONNECTORS 
TRW 22/44 contacts, gold solder lugs new, 
boxes of 10 - $12, 50 or more - $1 each. A-1, 
620 S. Saddle Creek, Omaha 68106. 402/ 
558-2552. 


WANTED: Pre 1970 pinball machines, 
back glasses, play fields. Call Rob at 216/ 
369-1192. 


For Sale 
Arcade closing up, over 40 pieces. $12,000 
Firm. Call 919/835-1802. 


CLASSIFIEDS 
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RESULTS! 
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CONVERSION FOR 


NO SOLDERING e NO WIRING 


$275 


Includes header, control panel 
overlay, chips & module. In- 
Stalls in 15 minutes. 


Donkey Kong is a Trademark of Nintendo 1981 


MANUFACTURED AND DISTRIBUTED BY: 


CROWN VENDING CORPORATION 


111-59 44th Ave., P.O. Box 19 
Corona, NY 11368 


Company Name 
Name 

Address 

City 

Visa Acct. No. 
Master Card Acct. No. 


State Zip 


Authorized Signature 


PLAY METER CLASSIFIED ADVERTISING 


Play Meter’s classified ads are sold by word (75¢ per word with a $10.00 minimum) 
or by inch for a display-classified ad ($30.00 per column inch with a 1 inch minimum 
and a 20 inch maximum). Prepayment must accompany ad. You may pay by check, 
money order, Visa or Master Card. Frequency discounts begin at six issues for ads 2 
inches and larger. Rate cards and deadline schedules are available upon request. Send 
ad orders and prepayment to: Play Meter Magazine, P.O. Box 24970, New Orleans, 
LA 70184. For more information, contact Karen Gray 504/488-7003. 


Write in or attach ad copy 


Call Collect: 


212/592-7070 


Phone 

Total Enclosed 
Expiration Date 
No. of issues 
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NEWS BRIEFS 


In the wake of some late space cancellations from “‘major exhibitors,” Terry Cunningham 
cancelled the Pacific Amusement Operators show scheduled for April 6 in Anaheim, California. 

“Instead of having a marginal show, I’d rather cancel,’’ Cunningham said. “Il decided it would 
not be in the best interests of the industry to go on with the show.” 


Warner Communications, and subsidiary Atari Products, has been saved from a takeover bid by 
Rupert Murdoch. The 15-week battle between Murdoch and Warner ended in mid-March when 
Murdoch agreed to sell 5.6 million shares he had acquired back to Warner for $180.6 million. 

In buying back the stock, Warner will need help from its defender during the battle, Chris Craft 
Industries. If Warner President Steven Ross’s friend, Chris Craft President Herbert Siegel, provides the 
$72 million expected to help with the buy back, that means Chris Craft will increase its share of 
Warner to 29 percent, inspiring one Warner strategist to comment: “The company that was once 
Steve’s baby could end up in someone else’s hands after all.” 

In its continuing effort to economize operations and turn a near 3/4-billion dollar 1983 loss 
around, Atari announced it will eliminate between 250 and 260 white collar jobs while adding 50 to 60 
workers in other positions. 


The House Subcommittee on Oversight and Investigation of the Energy and Commerce 
Committee released a report titled “Stealing American Intellectual Property: Imitation is not Flattery,” 
which includes recommendations calling for increased funding for enforcement efforts of the U.S. 
Customs Service and for strengthening criminal sanctions for copyright infringement. Principals of the 
Amusement Game Manufacturers Association contributed testimony during the hearings which led to 
the report. 


ie ee, ee ee 
General Vending Sales of Baltimore was added to the list of authorized Williams distributors. 
According to General Vending President Joel Smeyne, his firm took delivery of its first shipment of 
Williams games March 23. 


Bally has been awarded a contract to handle coin-op amusements during the 1984 World’s Fair 
in New Orleans. The Chicago amusement giant will erect an Aladdin’s Castle arcade, occupying 6,000 
square feet of World’s Fair property. The fair runs May 12 through November 11. Concession contract 
terms are confidential. 
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ON YOUR MARK, GET SET... 


Track & Field adds new meaning to the word competitive. Featuring six popular 
events: 100-Meter Dash, Long Jump, Javelin, 110-Meter Hurdles, Hammer 
Throw and High Jump, the game can be played individually or simultaneously 
by up.to four people. Each event is remarkably realistic. So don’t be left in the 
Starting blocks. ..get on your mark, get set and win, with Konami/Centuri 
Track & Field. 

Copyright 1983 Konami Industry Company, Ltd. 
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Cc _ Nn LU ri ™ We're Inventing What The Future Will Bring 


CENTURI, INC. 254 West 74th Place, Hialeah, Florida 33014 
Phone: 305-558-5200 + Telex: 803694 -ANSB Centuri « Cable: CENTURI 


EASTERN MICRO ELECTRONICS, INC. 


TH © 1983 


= PRESENTS 
> @ \\ 
Baa 


CONVERSION KIT 
BODY CHECK HOCKEY 


“IT’S FUN TO PLAY~ 


Critic's Corner, Play Meter, 4/1/84, 
p. 115 — “Hoccer; an intriguing effort 
.. there is a level of improvisation for 


Gene’s Gudgements, Play Meter, 
4/1/84, p. 119 — “.. .A game that will 
earn consistently. It has a lot more to it 
than just meets the eye.” 


players to devise their strategies to the 
game which has been sorely lacking in 
many other video games.” : 


Video Game, 1/84, p. 56 — “.. .It's fun 
to play. That’s an element missing from 
a lot of games.” 


CALL FOR DETAILS 
800/624-0055 or 201/469-9690 


